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HE progressive spirit which has made Eclipse a 

world leader in the production of quality lawn mow- 

ers is again shown in the creation of the Eclipse 
Model “20” Power Mower. 


The compact design is new, original and _ distinctive. 
There is strength and ruggedness in every structural part 
—operation is remarkably simple—and in performance 
it has proven itself to be a real grass cutter. In fact, 
the Eclipse Model “20” embodies, and successful com- 
bines, every essential feature for Power lawn mowing 
efficiency and economy. 


MULTIPLE-DISC 
BALL BEARING CLUTCH 


SELF SHARPENING 
TIMKEN REEL BEARINGS 
HYATT AXLE BEARINGS 


SIMPLICITY 





The Model “20” is a worthy companion to the already 
famous Eclipse hand mower models—it fills a definite 
need and places Eclipse Dealers in a favorable position 
to meet all lawn mower competition, and it opens up a 
large, new and profitable market for them. 


Write today for special folder giving price, specifications 
and full details of this new Eclipse-built product, and 
let us explain the Eclipse plan of eliminating cut-throat 
competition by selling direct, under an exclusive fran- 
chise, through independent hardware merchants only. 


ECLIPSE MACHINE CO., Department HA Prophetstown, Illinois 
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HE experienced builder realizes that no roofing job can be 

better than the nail used to apply it. He quickly sees the 

advantages of the exclusive Deniston “‘led-hed” features— 

why they are better than lead washers for laying Sheet Steel 

Roofing—and how they eliminate the waste and uncertainty of 
ordinary roofing nails when applying prepared roofing. 

The Deniston ‘‘led-hed” nail meets a modern roofing need in 

a modern way. Dealers sell ‘*led-heds” easily—buyers are always 

satisfied—a repeat business follows and roofing nail profits grow. 

Ask your jobber today about Deniston “‘led-hed” nails or 
send the coupon for samples and complete information. 


THE DENISTON CO., Chicago, IIl. 
4858 So. Western Ave. 


Deniston “led-hed” 
roofing nails are used 
for laying corrugated 
sheet steel or iron 
roofing — metal shin- 
gles — metal tile — 
slate and prepared 
roofing. 
Furnished in 14”, 
13 v. 2”, 2%" and 
YY” lengths No. 10 
gauge. Bright or Hot 
galvanized, also in 
pure copper. Mail cou- 
pon for samples. 











TO 


/ ROOFING 
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DENIS 
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The Deniston ‘“led-hed” forms a perfect 
weatherproof seal. When the nail is driven 
the lead under the head expands and seals 
the hole—no water gets through—rust and 
corrosion are prevented. 


2 
A Deniston “led-hed” never loses its head 
because the hammer strikes the steel nail 
head. It is impossible to knock the lead off 
of the head. 


3 


Deniston ‘“led-heds” can be easily driven 
through sheet steel without first punching 
a hole. 


Deniston ‘“‘led-hed” nails run 33% more 
nails to the pound than Cast lead head 
nails. 

Mail Coupon Below for 
FREE Sample. 
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What your customers 
want in a LAWN FENCE 


me QUAGATY . . we 


ITTSBURGH LAWN FENCE is sturdy, 
P neat-looking and substantial, not 
only during the season it is new, but 
year after year. The reason for its 
permanently attractive appearance is 
Quality. 

All Pittsburgh Lawn Fence is elec- 
trically welded... 
arably fused together at every point. 
Scrolls and wires never get stringy, 
torn or straggly-looking. Pittsburgh 
Fence is the only welded lawn fence. 

Pittsburgh Lawn Fence is Super- 


wires are insep- 


Zinced...that is, protected against 
rust with an extra-heavy coating of 
zinc, closely bonded to the steel. 
There are no weak spotsin Pittsburgh 
Lawn Fence, because all the wires are 
the same size, and all wires full gauge 
...a feature that gives Pittsburgh 
Lawn Fence at least 75% longer life. 
You can sell Pittsburgh Lawn Fence 
with full assurance that it will give 
not only immediate but lasting satisfac- 
tion and, too, every Pittsburgh Fence 
sells another on its good looks alone. 





New York 


Dallas Chicago 





Detroit 


Memphis Pitsba Steet Co.] 


San Francisco 


Union Trust Building, Pitt burgh, Pa. 








Pittsburgh Fence 
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e nd Soly, live Acres .. 
Too Vesey" Need for Fence the Farm Problem ”” 


inc insulated 
Fences 


ZINC 
INSULATED 
FENCES 
STEEL FENCE POSTS 

MERICAN 
POULTRY EENC E 
UNION LO 
POULTRY PENCE 
BANNER 
POULTRY FENCES 
POULTRY 


NETTING 
— <o 
ARBED W. 


WIE Or TALL. 


Sell these Fences for You 


First: The strongest advertising campaign back of any brand message to every prospective fence buyer—hammer 
of fence. Second: quality so high that every farmer recog- home the advantages that these superior fences offer — sell 
nizes it—these are the facts that enable American Steel & the need for balanced farming—and point out your store 


Wire Company dealers to estab- * as fence and post headquarters. 
Zine {nsulafed 





lish record sales. Now is the time to act—if you 


In leading farm papers, full and en are not handling Zinc Insulated 
half page advertisements in Fencing, orour steel fence posts, 


color, carry the Zinc Insulated Ys sles S write for full details. 


AMERICAN STEEL & WIRE COMPANY 

















208 S. La Salle Street, Chicago \UNITED STATES STEEL / CORPORATION 30 Church Street, New York 
Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland —_— Dallas 
Denver Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul Oklahoma City Philadel phia 

Pittsburgh Salt Lake City St. Louis Wilkes-Barre Worcester 


U. S$. Steel Products Co.: San Francisco Los Angeles Portland Seattle Honolulu 
Export Distributors: United States Steel Products Co., 30 Church St., New York City 

















PANELED 


FEDERALWARE. 





FIRST 
MODERN DESIGNS 
IN ENAMELWARE 








FROM 
OBBER 


you. 


Tear 





It's Here 


STYLED 
ENAMELWARE 


Rich in Beauty 
Modern in Design 
At Popular Prices 


The creation of style in FEDERALWARE opens the 
Spring sales campaign on Enamelware through- 
out the land. 


New enthusiasm on the part of your sales force, 
new interest from your customers, larger sales, 
better profits, follow naturally and quickly the 
display of Paneled FEDERALWARE in your store. 


It is popularly priced to meet the big demand 
and less than $25.00 will put a complete line in 
your store. Order introductory deal Number 300 
from your jobber. 


A gorgeous window display in four colors that 
will attract the most casual passerby and convert 
interest into desire is included with each intro- 
ductory deal. 


This new design that has never before been 
available in Enamelware, with the clean cool Ivory 
and Green finish adds that fresh inviting beauty 
to kitchenware that every woman has longed for. 


Open Stock is supplied in factory packed small 
unit cases of third and quarter dozens for better 
stock control, quicker turn-over and greater profit. 


Every piece of this new FEDERALWARE is guar- 
anteed to be triple coated first quality. 


FEDERAL ENAMELING & STAMPING CO. 


“The World's Largest Manufacturer of Enamel Kitchenware” 


P. O. Box A-225, PITTSBURGH, PA. 


PAN y Ler 








FEDER AI \. 
Ware 
Facsimile of the new Paneled FEDERALWARE 
catalog being mailed to every retail Hard- 
ware store in the country. If you-have not received your copy, 


write us. 


NAME 
STREET 
CITY 


STATE 
A-225 
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A SOUND IMPROVEMENT 


NATIONALLY ADVERTISED « 
BACKED BY A LEADER IN THE INDUSTRY 


EVEREADY RAYTHEON 


4-PILLAR TUBES 


HERE’S something new to talk about, to bring you new customers 
and bigger profit! Eveready Raytheon 4-Pillar Tubes .. . the first 
real tube improvement in modern radio. Let your customers hear the 
difference in their own radios ... an entirely new kind of reception, 
breath-taking in its realism! 

Eveready Raytheons are a quality product, made from start to 
finish to give better reception. Built by a great company, long estab- 
lished, with a wealth of radio experience concentrated in every tube. 
Enormous laboratory resources are constantly engaged in Eveready 
Raytheon development, and each tube is tested to meet laboratory 
standards of quality and performance. 


You can HEAR the difference and SEE the reason 


The Eveready Raytheon 4-Pillar construction is a SOUND improve- 
ment! Look at the illustration. See how the elements are anchored 
at both sides, with four sturdy pillars ... twice the number, giving 
twice the rigidity of ordinary tube construction. Present-day radios, 
with their powerful dynamic speakers, need 4-Pillar tubes, with their 








1X23 K4 

















elements protected against misalignment caused by jolts and vibration. This 4-Pillar construction is pat- 
ented and exclusive with Eveready Raytheon . ... no other tube is permitted to use it. 





en VERE AD! 
past « » ApS 








No danger of “frozen” stock 


All Eveready Raytheons are licensed tubes. They come in all types and 
fit the sockets of every A.C. and battery-operated receiver now in use. 
Your customers are awake to their advantages, because they are adver- 
tised, nationally and constantly! Tell every customer to put a new Ever- 
eady Raytheon in each socket of his present receiver ... then to note the 
marvelous improvement. i. *- 


The Eveready Hour, radio’s oldest commercial feature, is broadcast every 
Tuesday evening at nine (New York time) from WEAF over a nation- 
wide N.B.C. network of 30 stations. 


NATIONAL CARBON CO, INC. aus READY 


General Offices: New York, N. Y. 


be 
Chicago Kansas City New York San Francisco RAY T H FO N 


Branches 
Unit of £ ~ wt and Carbon 
Union Carbide i} Corporation Trade-marks 
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In Cutlery, 


your ideal of yesterday 
is the Nation's 


meee KUTTER 


Keen Kutter pocket knives bespeak 


the quality policy of your institution. 
» There is no substitute for Keen Kutter. « POCKET 
KNIVES 














1/K-01881 


--- / 
ANAT P Paya 


“* The recollection of quality remains long after 
the price ts forgotten.’’ —E. C. Simmons 
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ere’s the one 
oy f° y-N, [cio 


feature your customers could wish for . . . mod- 
ern designs, new colors and finishes, choice of 
long-chimney or short-drum burners ... all are to be 
found in the new Perfection and Puritan oil range line. 


Re NGES, °*55 to *145" Every labor-saving 


Prices to suit everybody. No. 87, for example, new 
part-porcelain model in silver-gray and black, at only 
$55* ... and No. 339, with five Superfex burners, 
full-porcelain finish, snow-white at $140*, or with a 
choice of gay colors at only $5 more. 


Twenty-eight beautiful new ranges, including three 
full-porcelain models with color choice — every one 
genuine Perfection quality. 


Stoves, too. °>/ TO °OS Perfection stoves 
for separate ovens, in all sizes, popular designs and 
handsome new finishes, complete the 
price range to reach evéry prospect. 





Choose from this one complete line the 
models your trade requires. Put your effort 
where it will count for most. Concentrate on 
Perfection-made appliances and build 
business on their recognized cooking 


efficiency and staunch dependability. my ' 

1 —a) —s1 | 
*& Prices slightly higher in the South, the West and in ; oy =i ' 
Canada. Small financing charge on deferred payments. | . 


PERFECTION STOVE COMPANY : Cleveland, Ohio 








Only Perfection offers 
every advantage to dealers 


Complete variety and wide price range. 
Demand —three out of five oil stoves sold 
are Perfections. 

Biggest advertising campaign on any liquid 
fuel stove. ° 

Ample profit margin and dealer bonus. 


Financing for deferred payment sales. 


Perfection and Puritan Oil Stoves and 
Heaters are sold only through 
retail dealers, not through 
mail order houses. 
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Quality Cannot 
Compromise with 
Price 


We can always justify our prices 
if our product meets every de- 
mand of quality. It would be 
easier for us to make and sell 
low priced rivets—but our rivets 
are made to meet a standard. A 
special metal of proved maxi- 
mum strength plus great care 
in fabrication assures the user 
permanent service and complete 
satisfaction. 


1pproved / 


————by the keenest 


buying brains in the country 


vorld 

lo the m 
facture of 
Jubular and 
Clinch Rivets 
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Building Construction 


Sheet Metal is an important factor in 
modern construction. AMERICAN Sheets 
are correctly produced both mechanically 
and metallurgically—and give service and 
satisfaction wherever employed. Key- 
STONE quality (steel alloyed with copper) 
offers maximum rust-resistance for roof- 
ing, gutters, spouting, and similar uses. 
Our experienced engineers are ready to 
assist you in the selection of the 


proper sheets for your particular Gaye with Steel 


requirements, whether for galva- 
nized work, metal lath, partitions, 


__ American Sheet and 


GENERAL Offices: 


FLAT ROLLED 


al * > 


SUBSIDIARY OF eee Sines STEEL ‘Caen 


a tl, 


CONTRIBUTOR TO TRADE RESEARCH 
DIVISION, NATIONAL 
STEEL 


doors, trim, ventilating systems, lockers, 
—in fact, for every use to which sheet 
metal is adapted in the building field. 

This Company is the leading manufacturer 
of Black and Galvanized Sheets, Formed 
Roofing and Siding Products, Tin and 
Terne Plates for every known purpose. 
Sold by leading metal merchants. Our 
booklet, Anti-Corrosive Metal, describing 
the enduring qualities of Kry- 
STONE Copper Steel, will interest 
architects, engineers, contractors, 
sheet metal workers, and builders. 


ASSOCIATION OF 
MANUFACTURERS 


Tin Plate Company 


Frick Building, _PittsBurGH, Pa. 
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CALIFORNIA PATTERN HANDLE 
a era Xtralite Trowels are available in all types 
an sizes. 





CEMENT FINISHING TROWEL 
The Marshalltown Xtralite feature is now available in this 
improved cement finishing trowel. 











Everywhere 


HE why of Marshalltown leadership is easily ex- 
plained. In the first place, the Xtralite mounting 
pointing the way to a trowel 25% lighter, was 
pioneered by this Company. And then there is balance 
—so perfect that the plasterer hardly knows he has a 
trowel in his hand—combine Marshalltown light- 
weight and balance with a blade of the finest crucible 
spring steel—tempered, ground and polished by men 
who are specialists in trowel making, and you have the 
reasons why mechanics everywhere prefer the tool with 
the Marshalltown name and trade mark. 
Leading Wholesalers Sell This Line. Write For 
Latest Catalog. 
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Insist on CORBIN—Accept No Substitute 


You can sell the Corbin Extruded Metal Padlocks to your custom- 
ers with the assurance that it is a product of the highest quality— 
proven by their consistent satisfactory performances at all times and 
under all conditions. 


Made from a solid block of extruded brass metal machined to receive the Corbin 
pin tumbler mechanism and providing a practically unlimited number of changes 
which can be had with master and grand masterkeys. 














The easy operation of the key in the keyway 
opens the lock quickly and a light pressure on 
the shackle snaps it closed... . 


Stock Corbin Extruded Metal Padlocks. 


CORBIN CABINET LOCK CO. 


The American Hardware Corp., Successor 
a BRITAIN, CONN.,U.S.A. 
CHICAGO 


NEW YORK 
PHILADELPHIA 
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Keep your customers informed about 
new Brown & Sharpe Tools 


circulars to your mechanic trade 
will help to increase your sales 
of Brown & Sharpe Tools. We 
shall be pleased to supply you 


Here are some of the attractive 
circulars we have made up for 
you to use. They describe many 
of the new Brown & Sharpe 


Tools of interest to every skilled 
mechanic. 


The proper distribution of these 





with those you wish—neatly im- 
printed with your name. Brown 
& Sharpe Mfg. Co., Providence, 
md. 





[Bs 


Brown & Sharpe Tools 


“WORLD’S STANDARD OF ACCURACY” 
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A level for 
every purpose 
and purse 


“Silent 
Salesman”’ 







Carpenter’s 
vel 
Style 1E 





Level 
Style 55E 


Empire “Ammunition” 
for A Prosperous 
Level Business 


Empire Levels do not rest alone on their reputation as good levels, 
but also on the practical aids to steady sales they offer the merchant. 


The Empire line is complete. It comprises every type your cus- 
tomers call for, from the best to the lowest price at which a really 
good level—one worthy of the Empire name—may be sold with 
prestige and profit to the dealer. 


The EMPIRE DISPLAY RACK is a great help.to steady, extra 
sales. It is an irresistible reminder to your customers, who recog- 
nize the levels so extensively advertised in the publications they 
read. The rack displays half a dozen levels and is furnished free 
with a dozen or more levels, a quantity that makes a satisfying 
assortment and a repeatedly turning stock. 


Send for an Empire catalog and price list. 


EMPIRE 
LEVEL MFG. CO. 


Aluminum Torpedo Milwaukee, Wis. 
Style 26E Level 
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Red Streak Hack Saws 
Distinctive in Appearance 
and Performance 


SIMONDS RED STREAK HACK 
SAWS are distinctive, not only in ap- 
pearance, but also in what is most impor- 
tant, their cutting and lasting qualities. 


In the metal cutting field RED STREAK 
blades, Tungsten or High Speed Steel— 
are far out in front. Their quality has 
been proved by their day by day per- 
formance, but never through trick dem- 
onstrations, which mean nothing to the 
user, who has become familiar with the 
SIMONDS QUALITY HACK SAWS 
—the blades with the RED END and 
the High Speed Steel Blade with the 
RED BACK EDGE 


Dealers can sell more Red Streak 
hack saw blades with more sat- 
isfaction and a guarantee of 
more service. Stock the Red 
Streak Hack Saws, the finest 
blades backed by _ the 
world’s largest saw mak- 

ers. 


Simonds Saw and Steel Co. 
Established 1832 


FITCHBURG, MASS. 


Chicago, Tl). Portland, Ore. 
Boston, Mass. San Francisco, Calif 
Detroit, Mich. Los Angeles, Calif. 
New York City Seattle, Wash. 

New Orleans, La. Montreal, Que. 
Memphis, Tenn. Toronto, Ont. 
Atlanta, Ga. Vancouver, B. C. 
London, England St. John, N. B. 


SIMONDS 


RED STREAK’ 
The HACK SAWS 
With the RED END 
or RED BACK EDGE 








nes 
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consistently wins in competitive demonstration — in 
speed; in the efficiency of its distinctive ““two-succes- 
sive-suds’ washing method; in the cleanliness and 
whiteness of the clothes washed by that method. 
Fastwin dealers, in fact, find that few competitors care 
to risk a home demonstration where they have to 
meet the Dexter Fastwin. It is the one washer in the 
higher price class that really justifies its price—and at 
the same time gives the dealer ample margin for 
specialty sales work. 





with choice of nickeled copper or vitreous enamel tub 
and full balloon rolls, is an outstanding value among 
single tub washers—second to none in washing effi- 
ciency and sturdy mechanical simplicity, but priced 
low for profitable store sales. The instant popularity 
of this new model is largely responsible for the fact 
that Dexter dealers have shown an increase of 40% 
for 1930 over the corresponding months of 1929. 





completes the Dexter dealer's line of home laundry 
equipment with an ironer that has more “plus values” 
than any other ironer on the market today—me- 
chanical excellence, absolute safety control, and the 
ability to iron everything, better, and several times 
faster, than by hand. 


The Dexter franchise, backed by an outstanding 
co-operative sales plan, is one of the most 
valuable in the laundry equipment field today. 
lt will be worth your while to get complete 
information concerning it. 


\Outstanding Reasons 


The DEXTER, CO, iin" 


There is an ample warehouse stock of Dexter Washers near you. 


| 
| 
{ 
| 
| 
i 
H 
j 
| 
j 
| 
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‘“‘Hammerless” Single Gun 
(New) 


| This new H & R Gun offers THE GREATEST GUN 
VALUE ON THE MARKET and costs the consumer less 
than any other hammerless gun. 

The firing mechanism is cocked by the top 
lever in opening the gun. This permits easy 
opening of the gun as the top lever is of sufficient 
length to provide adequate leverage. 

In a hammerless gun all dangers of external 
hammer are eliminated. The opening operation 
also sets the automatic safety. 

The few working parts are all of good size 
and not easily broken. 



























| 


Outline and proportions are pleasing to the 
eye and the balance is excellent in all gauges, 


Supplied in 12, 16, 20 and 410 gauges 


Order through your jobber. Write for our new Catalog, just off the press. 


HARRINGTON & RICHARDSON ARMS CO. 


WORCESTER, MASS., U. S. A. 



































Bed : 

174x8%4x2% 
etal 

$1.00 to $1.25 | 





Coaster Wagons 


Spring and Summer 
Profit Makers 


So strongly constructed that they stand 
no end of use and abuse. Beds of 
heavy, drawn steel, braced to front 
and rear axles; extra size rubber tires; 
wagons handsomely finished. 


Great Value 
Retail $100 to $300 
Try Sample Dozen 









No. 53 
Bed 
20%4x10%x2% 
Retail 
$1.75 to $2.25 















o. 63 
Sed 25%4x12x2% 
Retail $2.50 to $3.00 






1 No. 43 packed 6 to a carton; No. 53 
|} packed 4 to a carton; and No. 63 packed 
2 to a carton. 





Complete line on display 
at New York permanent 
office: 

Room 409, 200 Fifth Avenue 






If your jobber has not stocked these num- 
bers, please write us his name. 


1114 BOLANDER AVE. 






THE DAYTON ‘TOY AND SPECIALTY COMPANY “payron, ortt0 




















Display the 
Best Selling 
Famous 


I HHA AL 





REELS 


HE center of interest in every tackle display | 

the famous straight-casting Meisselbach Bull’s- 
Eye No. 100 Fishing Reel is a best seller for its third 
season. For all average bait casting and trolling, | 
unapproached for value at $5.00. 





Running it a close second, the new Bull’s-Eye 
Special No. 110 is the season’s hit for still finer 
casting. Its new exclusive light spool, molded com- 
pletely of Bakelite, starts easier, stops quicker. 
Fishermen get best of distance and delicacy with | 
baits previously thought too light for successful cast- | 
ing to big fish. Retail, $6.00. 


Keep these two splendid sellers on display now. 
Strongly advertised and greatly popularized through 
the Bull’s-Eye’s two years of unparalleled success. 
Made as only genuine Meisselbachs are—hbest quality 
materials and precision workmanship, at popular 
prices. 

Sold by leading jobbers everywhere. Write us 
now for new descriptive folders, complete catalog | 
and price lists. 


The A. F. MEISSELBACH Division of 
THE GENERAL INDUSTRIES CO. 
3036 Taylor Street, Elyria, Ohio 


Manufacturers of the Original and Genuine 
Meisselbach Fishing Reels of Quality 
Representatives: South, Louis Williams & Co., Nashville, Tenn. 
Pacific Coast: Phil B. Bekeart Co., 717 Market St., San Francisco, Calif. 
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Get Ready for the Big ‘“Drive’’ for 


Summer Business! 










“the, | 
HOUSE | 
/ TUCKER | 





Send for Our 
New Catalog! 


This new catalog is just off the press. Please 
send for a copy, which illustrates in colors, 
and otherwise, our complete line of the 
PEERLESS Folding Furniture. A delight- 
ful and profitable family of merchandise, 
strictly of QUALITY. Made for hard usage 
and utility, more so than merely to sell 

but see our catalog! (Use the Coupon) 


Peerless 
Folding Furniture 


This is a popular line of Folding Furniture. 
It includes those colorful chairs, straight and 
reclining, stools, cots (over 100,000 are sold 
each year), tables, as well as our a!l-wood 
Folding Chair —the TUCKER’WAY, as 
strong as an ox! This furniture is made 
in colors. For camp,’ lawn, home and other 
uses. Samples will be sent. They may be 
returned or kept as part of order. 


Our Representative Will Happily 
Call or Write You 


(Let the one closest to you hear. from you 
or write to us direct.) 

L. T. Decker, 7429 Jeffery Ave., Chicago, III. 

H. S. Cleveland Co., 115 S. E. 4th St., Minne 

apolis, Minn. 

A. Darusmont, Jr., 

49 Central Ave., 

Cincinnati, Ohio. 

M. W. Mitchell, 119 

S. Queen St., York, 

Penn. 

Alden Glaze & Co., 

121 Second St., San 

Francisco, Cal. 








D-34 






Tucker Dvck & Rut 





L. W. Clarke, 11490 BER COMPANY, 

j 
Broadway, New Fort Smith, Arkansas 
York City. 





end free 


G. J. Smeltzer, 437 
Gladstone Ave., To 





Please cata 





Send ple if 
! i 









ronto, Ont., Can- 

ada. 

E. L. Roach & Co., 

Inc., 216 Chestnut Will be returned or kept 
St., Philadelphia, is part of order) 
Pennsylvania. 





Name 
Warehouses in Prin- 
cipal Cities. 


TUCKER DUCK 
& RUBBER CO. 


Fort Smith, Askansas 
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UNBREAKABLE| 


bec AUSE -- 


Head and Handle are forged in one piece of 
highest grade tool steel. 

Thin Neck and Hollow Handle give lightness 
with strength. Lacquered non-slip leather- 
washer grip is most comfortable in all 
weathers. 

Less tiring to use. Tell your customers to 
try it once and they will never go back to the 
ordinary hammer. After three days’ use— 
always a user. 


Prove This Yourself 


Only handle strong 
enough to pull or 
rip everything with- 
in the strength of the 
user. 





Guaranteed 


Perfect 
Balance 


Easier 


. —_—_e 


Cant WN 


Being Different 


and used by the skilled carpenters, Estwing 
Unbreakable Tools arouse the buying interest 
of Farmers, Home Owners, Mechanics, Sports- 
men and Boy Scouts. 


Sold under a_ Steel-clad Guarantee; through 152 
leading jobbers or direct if yours cannot serve you. 


Write for Prices and Details 


FREE colored display. Get one tool and 
where your customers can SEE and HANDL 


ESTWING MFG. CO., Rockford, Ill. 


_ it 











| Blue , Sey Display 


This shows the new “Thermos” metal dis- 
play stand for retail counters or show 
windows. Acts as a silent salesman—and 
is free with the Blue Boy Special Display. 
Occupies counter space of only 6” x 25”. 


Display Stand FREE | 


Retail Selling Price 


1 No. 6 Pint Nickel Plated Thermos Bottle $2.50 
1 No. 306Q Quart Nickel Plated Thermos Bottle. 3.75 si 
1 No. 30 Pint Thermos Blue Boy 1.00 
1 No. 330Q Quart Thermos Blue Boy . 2.00 
1 No. 334 Thermos Blue Boy Lunch Kit Complete 2.00 
12 No. 710 Thermos Pint Bottle Corks at 5c, . . 60 
12 No. 711 Thermos Quart Bottle Corks at 5c. .60 


1 Metal Display and Window Posters FREE 


Total Retail Selling Price, $12.45 
Cost to Dealer, $8.85 


Prices for immediate acceptance — subject to with- 
drawal without notice. 


Shipped and Billed through Wholesalers 


REAL PROFITS REAL DISPLAY 
REAL MERCHANDISE 
If your wholesaler cannot supply you with the only 


“Thermos’’, mail order direct with name of wholesaler 
and we will see that you are supplied promptly. 


The American Thermos Bottle Co. 


Norwich, Connecticut 
Sample Display Rooms: 
366 Madison Avenue 326 N. Michigan Avenue x 
New York City Chicago, Illinois 7 











oe 
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HE vacation use of flashlights opens up 
your biggest selling season. Winchester can 
help you sell a larger share: 


1st — through distinctive appeal in designs <7PR | 
Hea DLICHT . 


2nd—through these business-getting sales helps sc naa 
v ; eau Looe 
This magnetic “silent salesman” for counter or _ he oorw 


window (25” x 19” and lithographed in 4 colors) 
is offered free to all dealers with their order 
for an assortment of Winchester flashlights and 
batteries, toinclude one Headlight, together with 
36 No. 1511 Unit Cells and.a selection. of other 
lights, exclusive of Nos..6114, 6214 and 6814 
(now packed in display assortments) to a value 
of $10 wy price). (When you place 
your order, just ask your jobber’s:sales-__, f eosieaiaa all 

man to cali in brant pein and address’ | ie [OF COTY Ett 
and we will ship display to you postpaid. ). 


, LtFE FLASHLIGHT BATTERIES 
RADIO BATTERIES 


a 

















NOTHER eye-catching display, furnished. FREE on request 
focuses attention exclusively on the unique Winchester Head- 

light — the new and different type of light that everyone will want. 

(14” x 20” in size). 

Two booklets—a leaflet featuring the Headlight and an exception- 

ally handsome four-color folder featuring the entire Winchester 

Flashlight line—will also be furnished to dealers on request. 


If your jobber cannot supply you with Winchester flashlights and~ 
batteries write us, giving his name and. address, and we will see that 


you are promptly supplied. 


Outstanding Lights Outstandingly displayed 


means bigger sales 


t WIN. CHESTER 


WINCHESTER REPEATING ARMS COMPANY 
NEW HAVEN, CONN., U.S. A. 
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RI ICHARDSO N’S 
ACTIO— Roller Skates 


You Make 






——— 


art! w/ a ING 


> 


WITH THIS NEW 
SELLING PLAN 









Powerful Allies to 
QUICK SALES 


1. Realism—A flash and BANG like 
a real gun... with real smoke. 


2. Noise—All the noise any boy 
wants. The larger the gun the louder 
the bang. 


3. Safety—No matches. No gun- 
powder. No danger from gun-powder 
burns or gunshot wounds. 


BIG-BANG 


SAFE CELEBRATORS 


Field Artillery—Heavy Artillery— 
Bombing Plane—Army Tank— 
Navy Gunboat—‘Safety” Pistol. 
Retail prices, $1.00 to $5.50. 








For every boy a safe 
shooting toy with a NOTICE: All Infringements on 
real flash and bang. our Patents will be vigorously 


Prosecuted. 











THE CONESTOGA CORPORATION 
Main Office and Factory 
BETHLEHEM, PA., U. S. A. 


Permanent Showroom 
Fifth Ave. Building, New York City 
New York City 


Room 461, 


Export Dept.: Office No. 605, 130 Pearl St., 





NEW money making opportunity is now 
open to you ... a new plan of mer- 





chandising the finest skates on the market 
today . . . a human appeal program which 
actually brings the customers to your store 
—sells them—and puts them to work for 
you making possible additional sales for 
you! 


Every youngster near you will be “strong” 
for this new idea . . . will want to join the 
Richardson Skating Club .. . will want to 
wear the badge of honor which you can 


supply! 


The plan for you is complete . . . we supply 
you with the material to bring them in— 
to sell them—and to keep the customers in- 
terested—and you make money by so doing 

. if you haven’t received a broadside of 
the complete selling plan, write for it today 
—no obligation, of course! 








“The First Best Skate 


The Best Skate Today” | 








Richardson Ball Bearing Skate Co. 


Established 1884 


3300 Ravenswood Avenue, Chicago 











FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we’re 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 


demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We're constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we're keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 





Hardware Age 
239 W. 39th St. 
New York City 
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Rounding Out Its Market the 


Famous Stevens Repeating 
Shotgun No. 620 Is Made in 
20 GAUGE. 


as well as in 12 and 16 Gauges 


Here’s the finest value in pump guns extended to meet the 
shooting needs of all sportsmen—with the addition of a 20 
Gauge to its other gauges. 


From the very start, the Stevens Repeating Shotgun (designed 
by the late John M. Browning) made its mark—and brought 
in a lot of good business to the dealers who seized its oppor- 
tunity. The widening of its scope into the 20 gauge class should 
almost double its salability. 








It’s News for Your Customers me 


Shotgun days are around the corner ... and No. 620 sa‘es have / 
been right up to production . .. Therefore, lay your plans Now, 

and get your orders in early. Here’s something new to feature—and 

a sure way to command definite, dependable profits. 


You probably know this famous repeating shotgun. Its outstanding 
features are Simplicity, Durability, Safety, Value. Its simplified 
action is fast and smooth, easy to operate. The fewer parts mean 
added strength. One gun has been fired over 100,000 times in test 
without breakage or adjustment—and is still being used as a test gun 
by one of the leading ammunition manufacturers. Solid breech pro- 
tects the shooter—breech bolt is locked with strongest lock made. 
Barrel of high-pressure, compressed forged steel PROOF-TESTED. 
Visible locking bolt; safety firing pin. Six shots. Walnut stock and 
slide handle, attractively checkered. Full pistol grip, rubber butt plate. 


Retail Price with plain barrel, $38.95 


Retail Price with raised matted rib, $44.00 
Be Ready—Order Now 


© STEVENS 


J. STEVENS ARMS COMPANY, Chicopee Falls, Mass. 


Owned and Operated by Savage Arms Corporation 
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ACCO Chain 
Specialties: 


Porch Swing Chains; Ham- 
mock Chains; Sash Chain; 
Dog Leads; Dog and Kennel 
Chains; Wagon Chains; Coil 
Chain, Welded and Weldless; 
Plumber and Safety Chain; 
Log or Binding Chains; Well 
Chain; Trace Chains; Heel 
Chains; Butt Chains; Breast 
Chains; Halter Chains; Repair 
and Lap Links; Hooks and Cold 
Shuts, etc, 


- 
corer AA rel 


a general utility profitmaker 


ie EVachi¢-ba-E-j cela t-BbeW-V0M of-taa-He) Md at-Meteltlolaaaa- lbh 7- 
a tidy profit from Elwel (electrically-welded) chain. 
Ea Ewe elttol ote Nel-veet-lelell of -tor-10l-t-Me} Oh a-Mele) oe} of-Ven sol t13 
and great strength—it has hundreds of uses in 
etelet ian ghee del-Be-lecetEt elidel -Se-Col dela a-teleB-¢-ba-t-45 
for hauling, and for building construction. 


Made by the World’s Largest Manufacturer of Welded and 
Weldless Chains for All Purposes 


AMERICAN CHAIN COMPANY, Inc. 


BRIDGEPORT, CONNECTICUT 
District Sales Offices: Boston, Chicago, New York, Philadelphia, 


Pittsburgh, San Francisco 
IN CANADA: Dominion Chain Company, Limited, Niagara Falls, Ontario 





ACCO CHAIN 
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They have style.. 
and lots of .. IT 


Take for example this No. 653-P Cadillac with 
its all steel chassis. Here is a modern auto- 
mobile for little folks. These big Balloon 
Pneumatic tires (2.50 x 12.75) carry 25 
pounds of air, make an appeal to both the boy 
and his parents that simply can’t be resisted. 


One model of this kind, properly displayed in 
your window or on your floor, will sell all 
kinds of children’s vehicles. 

The seasonable appeal of Blue Streak Chil- 
dren’s Vehicles is at its height. Are you taking 
full advantage of it? 


Good Jobbers everywhere carry the 
Blue Streak Line 


“dhe TOLEDO METALWHEEL C0.%iedo,0. 


Distinctive:Children’s Vehicles Since 1887 


Btute STREAK 








No. 658-P 

















No. 653-P Cadillac 





No. 659-P 
(@) 
11 
t a 
% 
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‘Wow hind Them... 
More for You 


in This Greatest 
Gun Value in History 


FOX 
STERLINGWORTH 
DE LUXE 


Stack them in your windows .. . 
the crowds will stop. Feature 
them on your counters . . . the 
sportsmen will throng your 
store. Broadcast this remark- 
able value .. . your profits are 
made. 


For—to the famous, ever-popu- 
lar Fox Sterlingworth—we’ve 
added such features as the 
Jostam Anti-Flinch Recoil Pad 
and Lyman Ivory Bead Sights. 


Made in the following gauges and 
lengths: 

12 Gauge—28”, 30” or 32” barrels 
16 Gauge—28” barrels 

20 Gauge—28” barrels 


We predict this will be the 
gun of the year. Get in while 
there’s still room. See your 
jobber’s salesman, Now! 


A. H. FOX SHOTGUNS 


Manufactured by 
Savage Arms Corporation 
Utica, New York 






Retail 
Price 


$39.50 





Folding Cot No. 
frame is of 


Original Folding Cot NOY Ro’ &: 

Yao strength and_ portability. 

Still a Best Seller cover is 12 oz. double- 
filled brown duck, specially 
woven. 

“Gold Medal’’ introduced the Folding Cot 38 years ago. 

It was immediately accepted by experienced campers, 

explorers and military organizations for the unusual sleep- 

ing comfort it provided and its compactness when folded 

and ready portability. 

Now ‘‘Gold Medal’ Folding Furniture, with attractive 

covers and finishes, has found a definite place in the 

oe club and resort as well. Write for the 1930 catalog 

in colors. 


GOLD. MEDAL FOLDING FURNITURE CO. 
1706-E Packard Ave., Racine, Wis. 
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“Hello, Hello”’ 


Children delight in using toy 
‘phones and Hill ‘‘Bellphones,” so 
greatly like the real thing, take 
their eye at once—Half a dozen 
standard models. Metal parts 
highly nickeled; wood parts im- 
proved enamel finish; 8 to 11 inches 
high. 








Write for Catalogs 
of toy ‘phones, other bell toys and 
bells for home, farm, and industry. 


Cut 484 
won, wt agp The N. N. HILL BRASS CO. 
Manufacturers of Bells and Toys 
33 SKINNER ST., EAST HAMPTON, CONN. 


BULLS EYE The Best Way to 
Sell Air Rifle Shot 


ON’T sell air rifle shot in bulk— 

it is too unhandy and wasteful. 
The most profitable way is to sell Bulls 
Eye Steel Shot, in the handy nickel 
tube, convenient for you and the cus- 
tomer. BULLS EYE Steel Shot now 
recommended for use by makers of leading air rifles. Order 
from your jobber, or for full particulars write 























DAISY MANUFACTURING CO., Plymouth, Michigan, U. S. A. 
Sole sales agents for American BallCo. Factory at Minneapolis, Minn. 


BULLS EYE etetz SHOT 


The GREAT SIR NORMAN Wagon 








Coaster The Famous Holds a 1,100-lb. 
Express 3 inl load. 

Dump All Steel 
ee. Electrically Welded 
30x12” No bolts or nuts. 





You will be surprised to see how much practicability, 
durability, and ingenuity can be put into a little wagon. 
A turn of the handle raises the body for dumping. All 
the strain is on the frame—not the King bolt. Two 
sizes. Also other styles. 

Send for Folders and Prices. 


The NORMAN Mfg. Co., Inc., Shickshinny, Pa. 















For Guns, Reels 
and Home 
Machines 








Ta) 


| LUBRICATINg 





GETS TRADE 


UMMER humidity makes 

Hoppe’s No. 9 especially 

necessary, to clean gun 
bores and prevent RUST. 
Hoppe’s Gun Grease is needed 
too. Hoppe’s Lubricating Oil 
is in demand for guns and 
fishing reels. Standard trade 
builders, bringing good custom- 
ers. Order from your jobber. 


FRANK A. HOPPE, INC. 
2314-H N. 8th St., 
Philadelphia Pa. 




























Be sure of full price and full PROFIT with 


Uncle Sam’s 
3-Coin 
REGISTER 
BANK 


A bank that’s a 
fast-seller. 






Selling all the 
better now 
that folks 
are thriftily 
saving their 

loose change 


O worry about markdowns! A neat profit assured on 
N every sale of Uncle Sam’s 3-Coin Bank. It’s nationally 

advertised. Grown-ups buy it to save in and children 
love to play with it while they save. It rings, registers, adds! 
Takes $50 in Nickels, Dimes, and Quarters. Opens auto- 
matically at every $10. (Also takes pennies without register- 
ing them.) A good seller all year ’round .. . and a worthy 
addition to your hardware stock because it appeals to all 
your customers all the time. 


Write to us if your jobber can’t supply you. 





Ask for details of the new Chromium Models 


Durable Toy & Novelty Corp. 


222 Fourth Avenue New York City 
Established in 1907 — H. H. PAYSON, President 

















The Templetone Radio 
Bank one of 
Kenton’s newest cast 
iron toys. Parents will 
be glad to buy this 
little beauty for their 
boy or girl. 


GREATER 
PROFITS 


. « « the sweetest music to any Hardware Man 








nT eal kl ae 


You’ll appreciate the fine tone of your cash register 
as you ring up sale after sale of this new, interesting toy. 

It’s but one of the many new KENTON-TOYS. .. . 
May we send catalog? Write today and ask also for our 
cap and blank cartridge pistol booklet. 


The Kenton Hardware Company 


Kenton, Ohio 


atid ec 
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Popular! The English 
Basket Weave 


ParBag 


“Distinctive Gags for Discriminating Golfers” 


of the Par Bag line haye made 
a decided hit with golfers every- 
where and are now in general use 
throughout the country. 


Smart, light weight, sturdy, beau- 
tifully finished bags, made of fine 
imported, English Basket Weave 
material in pearl grey or khaki; 
stayless and equipped with Par Bag 
Special Lifetime Rubber Top and 
Bottom. 


Your Spring and Summer golf 
bag line is not complete without 
these numbers. 





A sample carton on request. 





EDWIN J. 
New York 


Rep. ; 
1270 Broadway, 


ALDEN GLAZE Co. Eastern 


Coast Rep.: 
143 2nd Street, San Francisco 


Atlantic Products Corp., Trenton, N. J. 


Pacific 


HESE decidedly smart members. 





HUGHES 








The Sensation 
Of the New York Toy Show 


Wilkinson’s Running Pony wins 






Now ; 
pee every child that sees it. It is dif- 
Chicago ferent from any other “Hobby.” 





A rocking motion 
starts the horse mov- 
ing; a pull of the 
reins and he walks. 


It canters about the 
‘Park, Lawn, Hall or 
Home like a real 
pony. Can be guided 
by the reins in any 
direction. 


Kiddies can race with 
neighbors. 


Wilkinson’s Running Pony 


is truly a physical developer and muscle trainer; brings 
health and happiness to youngsters. Sizes, decorations, 
and prices to meet requirements of creepers to lodge- 
room candidates. Can be had with horns, short or long 
ears. 
Nicely finished. Sells quickly on demonstration. 

World’s Patents Pending 


J. F. WILKINSON, s. p. 4. 


328 Chestnut Street, Gardner, Mass. 
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You 





can recommend these bolts 


to your customer with confidence 


It is virtually impossible for 
your customer to distinguish 
between good bolts and nuts 
and ordinary ones, They all 
look much the same over the 
counter. That is why Bethlehem 
Steel Company stamps an “A” 
on the head of each bolt. The 
“A” on the head of a Bethle- 
hem Bolt is not only a mark of 
identification. It is a mark of quality as well. 
Bethlehem Bolts and Nuts possess the high 
quality you would naturally expect in the 
product of a large steel-making organization 
with a half-century-old reputation for mak- 


BETHLEHEM 
BOLTS anno NUTS 





ing quality steel and _ steel 
products. Selected Bethlehem 
steel is used in the manufac- 
ture of Bethlehem Bolts and 
Nuts. The threads are cut clean 
and accurate. The bolts are 
carefully inspected, and come 
to you in strong, neat pack- 
ages. They are as good bolts, as 
ean be made. 

The “A” on the head of a Bethlehem Bolt 
indicates known quality. It marks a bolt that 
you can recommend to a customer with con- 
fidence; a bolt he can buy with the assurance 
that he is getting sound value for every dollar. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, 
Washington, Atlanta, Buffalo, Pittsburgh, Cleveland, Cincinnati, 
Detroit, Chicago, St. Louis. 

Pacific Coast Distributor: Pacific Coast Steel Corporation, San 
Francisco, Los Angeles, Seattle, Portland, Honolulu. 
Export Distributor: Bethlehem Steel Export Corporation, 

25 Broadway, New York City. 








a 
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ATKINS 
New Feather-Weight Trowels 


No. 15 and No. 16 


a ALUMINUM MOUNTED 


The newest in Plastering Trowels is the Atkins 







| y FEATHER-WEIGHT TROWELS No. 15 and 
ff | / a ’ No. 16. They have an extra high grade aluminum 
Ip mounting that makes the trowel extremely light, 
(| f yet has the same or greater strength than the heavier 
if , = trowels of older patterns. 

(] A SILVER STEEL blade that you will find 
\y f —_— holds a true edge, wears well, is finely tempered, 

- a well balanced and beautifully polished. 

The mounting is securely fastened to the blade 
with ten rivets. 

Has curved handle, or natural hump that fits the 
working position of the hand, smoothly sanded, 
natural finished. 

Made in sizes 10%x4% inches; 11x434 inches; 
1134x434 inches and 12x5 inches. 

Thickness 23x25 Gauge. 


No. 15 
Feather-Weight— No Tired Wrists 


There Is Nothing Finer Made 


ALUMINUM MOUNTED 


Here is the same trowel as shown above with 
the exception that it has a different type handle, 
one with a slightly tapered handle that perfectly 
fits the curve of the hand. This prevents a strained 
or cramped feeling. 

The blade is made of SILVER STEEL, perfectly 
tempered and highly polished. 

The aluminum mounting also reduces the weight 
and does not tire the plasterer. Has smoothly 
sanded, natural finished handle. 

Made in the following sizes: 1014x4% inches; 
11x434 inches and 114x434 inches; 12x5 inches. 


Thickness 23x25 Gauge. 


A Joy To Own—A Pleasure to Use 





3 


Manufacturers of Saws, Saw Tools and Machine Knives 
Home Office and Factory: 402 South Illinois Street, INDIANAPOLIS, INDIANA 


ve 


DOK E. C. ATKINS & COMPANY 





Canadian Factory: HAMILTON, ONT. Machine Knife Factory: LANCASTER, N. Y. 

Grinding Wheel Factory: DETROIT, MICH. Cantol Wax Factory: BLOOMINGTON, IND. 
BRANCH HOUSES:—Atlanta, Ga. Chicago, III. Memphis, Tenn. New Orleans, La. New York City 
Vancouver, B. C. Hamilton, Ont. Paris, France 


Portland, Ore. San Francisco, Cal. Seattle, Wash. 





anette sree 
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REMINGTON ARMS COMPANY INc. 


SUCCESSOR TO THE REMINGTON ARMS UNION METALLIC CARTRIDGE CG., INCORPORATED. 
MANUFACTURERS OF 


FIREARMS, AMMUNITION, CUTLERY, CASH REGISTERS,ETC. 


SUBSIDIARIES 


e 
Remington REMINGTON CASH REGISTER COMPANY, ING., ILION,NY. 
—— oS THE REMINGTON CUTLERY WORKS, INCORPORATED, BRIDGEPORT, CONN. 
REMINGTON UMC OF CANADA, LTD., TORONTO, CANADA. 


REMINGTON ARMS UMC CO.LTO., BRIMSDOWN,MIDDLESEX, ENGLAND. 
REMINGTON MANUFACTURING COMPANY, INC., NEW YORK,N.Y. 
CABLE ADDRESS HARTLEY NEW YORK. 
CODES USED GENERAL OFFICES 
BENTLEYS, WORLD UNIVERSAL, GENERAL CUNARD BUILDING, 25 BROADWAY 


A.8.C. 5 EDITION, WESTERN UNION, LIEBERS NEW YORK CITY 


April 11, 1930, 


Mr. Herbert P. Sheets, Managing Director. 
National Retail Hardware Association, 


Indianapolis, Ind. 


Dear Mr. Sheets:— 


Your letter of April 9th in regard to the article in April Hardware Retailer on the gun situation re- 


ceived and read with interest. . 

Since the article was published a number of jobbers and retailers have written us about it, and the 
lack of knowledge they display in their letters of the real situation indicates that a thorough airing of this 
whole problem in leading to education on the subject, if no other good results are produced, will be 
worth the time and labor involved. I therefore congratulate the Hardware Retailer upon publishing this 


article. 


Of course, the condition on guns is deplorable. It is not new. This competition has been an irritat- 


ing fact on guns for a number of years. 


First, allow me to state the position of our company, and then in conclusion I wiil make some re- 
marks of a general nature based upon the problem as a whole. 


The Remington Arms Company do not sell a dollar’s worth of goods in arms, ammunition or cutlery 
to mail order houses or chain stores. We have made this fact known in the most emphatic manner pos- 
sible in our advertising in the Hardware Retailer and all the rest of the trade press. We have broad- 
casted this fact to our salesmen and to the trade. Nevertheless, we are surprised at the letters we are 
receiving to note how many jobbers and retailers are under the impression because our guns are listed 


and priced in these catalogs that we sell them. 


The mail order houses so far have only quoted our arms at cut prices. They have been good enough 
to leave us alone on ammunition, shells and cutlery. 


Both of the leading mail order houses of the country have called on us or written us, asking us to 
sell them direct. In one case in a verbal conversation the buyer of a mail order house asked to buy our 
goods, and when we explained that we did not believe it was to our interest to sell them, this buyer in the 
presence of witnesses stated, if we would not sell them then they would buy our goods through others, 
list them and cut our prices. Nevertheless, we declined to sell them any goods, and they did list our 


arms and they did cut our prices. 


I now have on my desk a letter from the other mail order house asking to buy our guns. In this 
letter they state if we will sell them they will listen to reason in printing prices, that they must have a 
profit, but they also write in this letter if we will not sell them, then they will buy our goods from others 
and will accept no responsibility for the prices they will make. This letter has been acknowledged, but 
has not yet been definitely answered. 


The mail order houses take the stand that if we sell them they must cut the suggested retail 
price on our arms 744 %, this price to be printed in their catalog and to be made over the counter in their 
retail stores. The reason that the percentage of profit, as outlined in the article in the Hardware Retailer, 
April issue, on Remington arms is lower than that on other makes of arms is because on the list of 
manufacturers shown in the article the Remington Arms Company are the only manufacturers who do 
not sell them direct. When you hear of a manufacturer “controlling” the price of the mail order houses 
on arms, it means he controls it at a cut of 744% on the retail price. 
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Some time ago when we found our arms offered at cut prices by the mail order houses we made an 
investigation to find out what quantity of our goods they had on hand, at headquarters and in their re- 
tail stores. We found they were only carrying a skeleton stock of our arms at headquarters and in a 
number of their stores upon inquiry it developed they did not carry any of our arms in stock, but they 
attempted to make the sale by taking an order and having the arms come from Chicago. It is therefore 
quite evident to us the mail order houses cannot buy our goods from others, sell them at the cut prices 


they offer and make any profit. They are only stocking the goods in a very sma!' way. 


The object of quoting prices on a few staple numbers of our line is simply to injure us and to whip 
It has been suggested that we can trace our arms by their num- 


us into line so we will sell them direct. 
This we 


bers and find out the source through which the mail order houses are bootlegging the arms. 
We find they are obtaining their arms through a number of different sources—first one 


have done. 
The source of their supply has not only been through jobbers, but also through 


dealer and then another. 


retailers. 


Back of this whole problem is a question of law covering resale prices. If any manufacturer at- 


tempts to insist upon AGREEMENTS to maintain resale prices it is a violation of the Sherman law and 
It is our judgment that the Sherman law is not just and will eventually be amended 


the Clayton act. 
The buyer has every protection under 


simply because it does not treat the buyer and the seller equally. 
this law while the seller has no protection whatever. The Kelley-Capper bill on resale prices has been 
favorably reported out of the Committee in Congress. This bill, if it passes, will be a great help to manu- 
facturers in maintaining and insisting upon resale prices on their lines. Jobbers and retailers should write 
to their Senators and Congressmen to get back of the Kelley-Capper bill. This bill has just been approved 
at the Southern Jobbers Convention by the American Hardware Manufacturers Association. There will 
be strong opposition and much log rolling against this bill by mail order houses, department stores, chain 


stores and others who wish to be free to cut resale prices on nationally advertised goods. 


There is ‘also another angle to this problem to which we have recently been giving our serious con- 
The Department of Justice and the Federal Trade Commission have recently been giving a 


sideration. 
If it can be proved that mail order houses take a well 


great deal of attention to unfair trade practices. 
known, nationally advertised line of goods, with a great consumer demand, and then cut the prices on 
this line of goods, not with the object of making a profit but simply to punish this manufacturer because 
he will not sell them, it is believed that is an unfair trade practice. As outlined in this letter, it is our 
belief that our goods have been bootlegged and offered at cut prices with the object of forcing us to sell 
these mail order houses direct. This has been done not to make a profit on the goods, because at the 
prices paid and the prices quoted and the cos. of doing business there is no profit in the transaction, but 


simply as a retaliatory measure used against us to force us to submit to the dictation of mail order buyers. 


We are advised by our attorneys that in their opinion if the above facts can be proved that there is 
not only an opportunity to obtain damages, but also a cease and desist order on the part of the Govern- 


ment against these mail order houses on a basis of unfair trade practices. 


It is the intention of this company to formally protest to the mail order houses against the prices 
they are quoting on our arms, in their present catalogs, and if we find in their next catalogs they have 
ignored our protest then we propose to bring legal action on the lines suggested to us. 

We trust this letter will make our position perfectly clear and we hope you will give this letter as 
much publicity in the next issue of your magazine as you did the article in the April issue on the gun 


situation. 
Yours very truly, 


o 
President 
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Bath Room Fixtures Sell Best When They Match 





So 


A housewife may purchase only a 
single item (such as a wall soap 
dish for the bath room) today and 


return in a few days for more 


INGC 


Bath Room Fixtures 










The fact that in the complete equipment of a bath room 
these fixtures may be had in designs to MATCH one 
another is a big factor in making sales. And they 
never rust or tarnish, being Chromium Plated over 
ee ee nickel plate on a brass body. Send for Catalog and 


0 3795—White Finish i i 
X 3795—Chromium Finish Price List. 


We aloe saate AMERICAN RING COMPANY 


Furniture 


Trimmings, ° 
Upholsterer’s Waterbury Connecticut 
Nails, Eyelets, Branch Offices: 


a Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 
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WALL SOAP DISH NO. 3795 
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MYERS “= SPRAYERS 


From coast to coast—on main street—in the suburbs—through the country—wherever 
there are trees, shrubbery, vegetables, plants or flowers—the spring and summer seasons 
bring business for those who sell Myers Compressed Air Sprayers—the quality line, de- 


signed and built for better spraying service, two sizes, 214 and 4% gallon brass or gal- 
vanized tanks with screw connected, quick detachable hose 
and adjustable nozzle or 20 inch brass extension and 45 degree 
nozzle, successfully meet all requirements. Write or wire. Our 
service is prompt. 

































THE F. E. MYERS & BRO. CO. 


ASHLAND, OHIO 
PUMPS — WATER SYSTEMS — HAY TOOLS — DOOR HANGERS 
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With correct ‘compact blows on 
steel heated to exact tempera- 
ture, giant power hammers 
forge Vichek tools without 
—e flaws or weaknesses. 













aes 
A “8 


: a production of small tools the 
ever known, Vichek helps you to meet 
eos cr. eoner 


. ee inane’ He NOLUME—Vienek rod are furnished in modern 
_ display merchandisers,and packaged in handy sets to SELL 
IN VOLUME. investigate—compare Vichek values! Get the 
increased profit and prestige that this dominating line 
AY * will hs yous ‘The Vichek Tool City. a reland: Ohio. 


© 1930, The Vichek Tool CoJ 


AS MADE USEFUL TO YOU BY VOLUME PRICE 
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There’s Good Money 
NIGHT | Sharpening Lawn Mowers 


With a LUTHER 
forgets, Power Mower Grinder 


| gMecPes%oa% 
| soegeegoece 
} 

| 





No. 348. 
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Show it and Yow’ll Sell it 


Ca Sn 








It is simple and 
easy to operate 
and grinds each 
blade ACCU- 
RATELY and at 
exactly the 
SAME BEVEL 
in the quickest 
time possible. 

















Either left hand 
or right hand 
spiral blades can 
be ground per- 
fectly sharp on 
this machine. 


(Illustration is half size) 


D® LERS find 
this Night Latch 


an unusually popular 
—fast-selling number 
—good the year 
‘round. The case and 
strike are of very 
heavy steel, in attrac- 
tive Ivory Black finish. 

gi heer ge LUTHER Scythe Stones 


Solid brass bolt, knobs, and The EA GLE 
cylinder ring. Quality Line 


To Sharpen a Lawn Mower 


and will sharpen all sizes of hand mowers and also 
30-inch power mowers. Bevel adjustment is easily 
regulated. 

This grinder also does buffing and polishing of golf 
club heads, silverware, nickel plated goods, shop- 
worn tools and knives—and any articles which 
should be kept bright and attractive. 

It will make money for you. 














These popular stones come in several styles 
and will put a good cutting edge on a scythe 














3 milled nickel silver keys. : in quick time. 

Night Latches 8 ; , 
No. 3515 may be dead- ‘Tresté Lties 5 —7 You can usually sell one or more every time 
locked from outside by key Front Door Sets fag ou sell a scythe, None with better grit. 
or inside by stop. Cabinet Locks : : 

— Store Door Sets q LUTHER Grinders 

No. 3515-D may be dead- Padlocks = 
locked from inside by stop. Wood Screws A good seller for 


grinding the gen- 
eral run of tools 
and knives in the 
home, workshop 
or garage. Easy 
running, dust - 
proof, sturdy. 
Send for Grinder 
Catalog and Price 
List. 


sik aN ing 


Stove Bolts 











Priced for Your Profit 





E) 
EAGLE HOCK CO. 


26 Warren Street. New York, _ LUTHER, Inc. 
521 Commerce St. genase 114 Bedford St | 299 So. Water St. 


Philodelphio, Pa. Chicogo, Il. Boston, Mase MIL WA UKEE, WIS. 


Works ot Terryville, Conn. 
2, 2. 2. 2%. & % DD. @ D. @, 
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Thousands of Satisfied Users 


Since 1900, Royal 
and Cheney grinders 


have given satisfactory 


service to thousands of 
users. The high grade 
material used in their 
construction combined 
with the attractive finish 
makes a fine display. 


For the farm — the 
Cheney No. 7, finished 
in green, with extension 
rest for grinding mower 
knives and axes. 





~ A 


Attach one to your 


aN 


counter and let your cus- For the home— the 
. Royal 4, finished in 
tomers handle it. Its purple, made in 4 sizes. ) 


easy operation will sell it. 


S. CHENEY & SON 


Manlius, N. Y. 
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PROFITABLE 
... since 1883 


47 years ago PAGE produced America’s 
first wire fence. Since that time it has 
demonstrated its worth under all possible 
conditions and is the first choice wher- 
ever the best is desired and maximum 
service expected. 

That’s why PAGE Lawn Fence has been 
a profitable item for thousands of dealers 
over this long period. * Every year it 
makes new friends——holds old customers. 


Order your supply now and take advan- 


tage of the big fencing season at hand. 
PAGE comes in two styles—-both double 
and single picket to meet different price 
requirements. Write today for complete 
information and prices. 


PAGE STEEL and WIRE COMPANY 


230 Park Avenue. New York, N. Y. 
DISTRICT OFFICES: 
CHICAGO PITTSBURGH SAN FRANCISCO 


An Associate Company of the American Chain Co., Ine. 
In Canada: Dominion Chain Co., Ltd., Niagara Falls, Ontario. 


| PAGE Gun FENCE) 
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RICH LADDERS 


OF CLEAR SPRUCE 




























é HE public preference for safe, spruce 
MMB _—ladders has grown rapidly. Today 


this better business is a profit producer that 


every hardware dealer may well encourage. 

With the RICH line, you can fill every ladder 
requirement and give your customers extra 
values. If you are not now selling RICH 


LADDERS it will pay you to send for our 
Catalog and prices. 


WE PAY THE FREIGHT 





TRADE MARK 
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THE RICH PUMP & LADDER CO. 


CINCINNATI OHIO 























eR 


F 








PN aaa og 


TNs 


snRNA 


“TRAE AACA RRR + 





AR 


“The Hardware Dealers’ Magazine” 
Published Every Thursday 


Established 1855 
Vol. 125, No. 19 





May 8, 1930 


A U.B.P. PUBLICATION 


EDITORIAL CONTENTS OF THIS ISSUE 


Hardware Next 
Builders’ Hardware Jumped When They Studied the Details 42 
Trade Winds, by Llew S. Soule 
Arkansas Convention Report 


Prepare for the Season of Floats 


Remember Your Spor 
Modernize .......... 


Ping Pong Is Here Again 


41 


44 
45 
46 


47 
48 


Your Next Customer May Come from Maine or California 


Toys Are Hardware Staples at Burke’s 
Every Day Is Play Day 

Southeastern Convention Plans Completed 
Eschrich of St. Louis Modernizes 

News of the Week 

Washington News Letter, by L. W. Moffett 
General Market News of the Week 

In the Week’s Mail 

Hot Off the Nail Keg 


Member of the Audit Bureau of Circulations 


EDITORIAL 
Cuioago: Grorcs F. Massy, 1507 Otis Bldg. 
PrtTsBuRGH: T. H. GerKEN, 1319 Park Bldg. 
OLEVELAND: F. L. Prentiss, 1362 Hanna Bldg. 
—— Rozpsrt G. McInrosH, 409 Traction 


Boston: Gsrarp F'razar. 


MINNEAPOLIS: F. S. SMITH, 4216 Bryant Ave. 8. 
— L. W. Morrert, 536 Investment 


Issued every Thursday by Iron Age Publishing 
of 





GEORGE H. GRIFFITHS, 
GENERAL MANAGER 


LLEW S. SOULE, EpriTor 
CHARLES 4. HEALE, Managing Editor 


J. A. WARREN, J. M. WITTEN, 
Associate Hditors 


SAUNDERS NORVELL, Contributing Editor 
GEORGE F. MAssEy, Field Editor 
JosEPH BERTRAM JOWITT, Show Card Editor 


SUBSCRIPTION Price—United States, its posses- 
stons, Canada, Mezico, Central America, South 
America, Spain, and its colonies. One year, 
$3.00; Foreign countries not taking domestic 
rates, 1 year, $6.00; Single copies, 25c. each. 
Subscription remittance should be made by Oheck, 
Post Office Money Order, Express Money Order 
or = Draft, payable to HARDWARE AGE, New 
York. 





Co. 
the Board; Fritz J. Frank, Pr 


39 


50 
51 
52 
53 
53 
57 
58 
78 
88 


Member of the Associated Business Papers 


ADVERTISING 
New Yor«k: P. J. Coscrave, 239 W. 39th St. 


Boston: CHAUNCEY F. ENGLISH, 140 Federal 
St. 

PHILADELPHIA: Haroip G. Bioperrt, 1402 Wid- 
ener Bldg. 


CLEVELAND: WILL J. Feppery, 1362 Hanna Bldg. 
Cuicaco: D. M. ANDREWS, H. A. Maouirm, 1507 
Otis Bldg. 


Division of the United Business Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, Chairman 
ident; C. A. M 1 Vice-President; Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary 








40 


HARDWARE AGE for May 8, 1930 





McKinney Backs Your 
Individuality To Win 


Ir should be a source of satis- 
faction to you to know that when a customer 
wants to buy certain items of hardware he 
has to go to a hardware store. He cannot 
find these items in a mail order catalogue or 
on a chain store counter. They are a part of 
the individuality of the hardware store. 


We believe the hardware trade should be 
the source of supply for McKinney Hard- 
ware. No items are sold to mail order houses 
or chain stores. When you build a demand 
for McKinney Products it is yours. 


McKinney backs your individuality, your 
knowledge of hardware, your service, your 
sales ability to win out in the fight to establish 
the hardware trade on a sounder, more profit- 
able basis. 


President 


McKINNEY MANUFACTURING COMPANY 


PITTSBURGH, PENNA. 


McKINNEY HARDWARE 


The Jewelry of the Home 


McKINNEyY Forcep IRON HARDWARE 
McKINNEY HINGEs (ALL KINDS) 
McKINNEY Door Locks 
McKINNEyY GARAGE HARDWARE AND PADLOCKS 
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HARDWARE Next 


W. K. Henderson Tells Hardware Age 


















W. K. HENDERSON 


ERVOUS 

and dynam- 

ic, W. K. 

Henderson 

hits hard 

when he 

talks — goes 
straight at you when 
he asks questions. His 
hard, quick eyes pene- 
trate and his sharp 
tongue leaves a jagged 
cut, if you happen to be 
in the wrong pew of his 
church. Call him racke- 
teer, hypocrite, fanatic, 
or worship him as the 
commercial Moses, 
about to lead indepen- 
dent merchants out of the distribution 
wilderness. Call him what you will, 
he is certainly potent in his recently 
chosen field, that of “panning” the 
chain store system. Where his radio 
voice is heard, he is making a dent in 
the much vaunted prosperity of chain 
stores. He is supposed to have ex- 


Henderson. 


“Your paper controlled in 
Wall = Street?” 
“No, 39th 
Street,” replied the HARD- 
WARB AGP representative. 
“Good answer,” 

Shreveport broadcaster. 


posed short weights, inferior qualities, 
starvation wages, lack of local pride 
and support, misrepresented values 
and plenty more. He mentions names, 
places, firms, street addresses, dates 
and the time of day. No generalities 
or hunches go. Unlike most agitators 
I’ve seen, Henderson gets details, all 
the facts and uses them unflinchingly. 
He either knows what he is talking 
about or he doesn’t talk—and that’s 
something. 

Feeling that his task in the grocery 


snapped 


said the 


field is about completed, Mr. Hender- 
son, during a recent personal visit to 
his studio, told us that “hardwar@ is 
next.” Typical of the man, the infor- 
mation caine this way: “What are 
the hardware fellows doing to fight 
the chain store competition? They 
talk about it at conventions. Sure 


they do; they cry about it like babies. 
Do they go out and tell the consumer 
anything about the fallacy of cheap 
tools, cheap hardware and cheap cook- 
ing kettles? Could they do it for 
themselves? They could not, but | 
am going to. I told the world about 
groceries sold in chain stores, and 
now I am going to tell the folks how 
they get misled on cheap hardware 
that isn’t cheap.” “Well, just what 
are you going to do for the indepen 
dent hardware merchant?” we asked. 
“Do for them!” he was almost shout- 
ing now, “I can help them, but they 
have to fight, too. I have my own 
way of getting information and I get 
it straight and I hit straight.” 

Irom radio station KWKII in 
Shreveport, La., Henderson has, since 
last November, become a national fig- 
ure, even though the scope of his 
broadcasting has been limited. In his 
merciless tirade against chain stores 
he has gone straight to the consumers. 
From all parts of his radio territory 
there is direct evidence that he forced 
his ,issue into retailing, particularly 
in the grocery field. He has forced 
chains of local character into a com- 
plete and definite declaration of their 
policies, banking habits, personnel 
and ownership- 

His use of profanity brought na- 
tional prominence and almost cost him 
the right to broadcast. Within the 
past ten days an agent of Hender- 
son’s announced that station KWKH 
is planning two relay stations—one in 
Pennsylvania or Indiana to cover the 
entire northeast, and another in Ne- 
braska for the northwest. This will 
provide an almost nationwide field 
and with hardware the proposed sub- 
ject of the near future, this man Hen- 
derson becomes of interest to all hard- 
ware men. 

Next week Harpware AGE will 
carry a complete story telling how 
and what Henderson has done and 
some of the effects of his campaign 
on retailers and consumers. 





This is the way Lawrence F. Stollenwerk of the Stollenwerk Hardware Co., 938 Kinnickinnic 
Avenue, Milwaukee, shows his builders’ hardware in the special room devoted to that end 
of the business. Mr. Stollenwerk learned his first blue-print lessons from friendly contractors. 


Now he can untangle any set of specifications. 


Builders’ Hardware Jumped 
When They Studied Details 


Six Times Greater than Six Years Ago, Stollenwerks 
of Milwaukee Now Do $37,000 Annually in this Line 


IX years ago the Stollenwerk 
Hardware Co., 938 Kinnic- 
kinnic Avenue, Milwaukee, 
wasn’t doing much of a 
volume in builders’ hard- 
ware. Just the same, like 

all alert enterprises in this field, it 
was looking for more business. 
Through uncontrollable conditions 
some of the old staples had lost 
activity, yet competition edged in 
from every quarter. About that 
time Lawrence F. Stollenwerk and 
his father, Joseph T. Stollenwerk, 
who, with a partner, started the firm 
in 1892, decided to organize a real 
builders’ hardware department. 


By GEORGE F. MASSEY 


They have never regretted that de- 
cision. 

For a long time, in a desultory 
way, they had been doing some busi- 
ness in this line. But it had never 
been pushed intensively. Neverthe- 
less, their experience gave them 
something of an “in” with a num- 
ber of contractors. One of these 
was particularly friendly. Every 
now and then he gave the firm a 
fairly fat order and wasn’t picayun- 
ish about price. 

This and several other selling 


42 


contacts opened the way to closer 
relations with a few makers of 
builders’ hardware. Lawrence at 
that time had been in the store 
twelve years, ever since he was fif- 
teen. The friendly contractor urged 
him to expand and go after the 
bigger game. He didn’t require 
much urging. 

Soon the Stollenwerks were 
stressing builders’ hardware sales at 
every opportunity and they became 
adept at turning up opportunities. 
They put in a practical stock, 
showed a wide selection of samples 
and cultivated other contractors; 
also architects. The first year of 
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special effort ran up a_ builders’ 
hardware volume of about $6,000; 
last year it was $37,000, or six times 
the business done at the start of 
their expansion. 

“Price is a factor in the builders’ 
hardware business, from the retail 
viewpoint,” says Lawrence Stollen- 
werk, “price and the ability to 
wrestle with all the details. Once 
those factors are licked, the going 
is relatively smooth. The manufac- 
turer likes to deal with a dealer who 
is capable in every respect and 
knows the line. Business comes 
much more easily after such rela- 
tions have been established. We 
maintain direct contact with a num- 
ber of makers. 

“Specifications are tricky ; that is 
to say, a man must know just how 
to read them and how to allow for 
their flexibility, if they are at all 
flexible. Some are rigid; others not 
so much so. Practice and experi- 
ence have taught us the difference. 
It is hard to get hold of an accur- 
ate set of specifications which leave 
out all guess-work. Sketchiness, if 
not watched, may lead one into a 
bog. 

“On the blue-print clear specifica- 
tions will show exactly the room-by- 
room location, purpose, type and 
size of each piece. In the case of 
a door lockset, nothing is left for 
the imagination. Every detail is 
accurately set down. If the blue- 
print is of a school-house classroom 
it specifies the exact type of lock— 
that is, if it’s the kind of a blue- 
print we like to get. 

“All doors, in such a case, must 
open from the inside at all times 
without exception. Safety demands 
it. Lives are at stake. The type 
and size of the door checks, door 
stops and kick plates are as plain as 
the nose on your face, or should be. 

“An incomplete or inaccurate set 
of plans, on the other hand, is full 
of potential trouble, both with re- 
spect to the service and the figures. 
For instance, a pair of doors could 
be equipped with two checks, two 
push plates, two kick plates and two 
flush bolts ; the latter would call for 
one standing leaf. 

“Now comes the question: Should 
an extra kick plate, check, door pull, 
push plate, and so forth, be fur- 
nished for the fixed leaf? Good 
specifications would show. Ques- 
tions of this sort come up at nearly 


every turn. No wonder specifica- 
tions that specify are a joy to the 
builders’ hardware man. 

“As for the architects, most of 
them know too little about builders’ 
hardware. For that they can hard- 
ly be blamed. No architect can be 
expected to be an expert in every 
mechanical line involved in the erec- 
tion of a building. Essentially, he 
is an artist rather than an artisan. 

“It is important, then, to serve 
the architect well; he is likely to 
prove appreciative. We have eight 
architects on our commercial- 
acquaintance list and about fifty con- 
tractors. That’s more than we used 
to have, of course. It is wise to 
contact as many of these men as 
possible. 
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Ove of our architect friends 
often urges his clients to come in 
here and look over what we have to 
show. Contractors, too, bring buy- 
ers in. Usually the architect and 
the owner come in together. Now 
and then the home-owner brings his 
architect to see us. 

“In one case, the architect thus 
brought into the store for the first 
time was amazed to see what we 
had to show in our builders’ hard- 
ware room and to realize the size 
of the stock we carry. I think he 
was more than a little surprised to 
learn that we were so well equipped 
to cope with any builders’ hardware 
problem that might develop in his 
work. 

“Nearly every day a dozen or so 
contractors come in and order out 
a package of builders’ hardware, 
now that our service is pretty well 
known among them. One of our 
ways of digging up new business is 
to follow up on the jobs announced 
in the Weekly Builder. 


“As a rule, we don’t argue much 
about the respective merits or de- 
merits of steel and bronze. If the 
buyer wants to know, we tell him the 
difference and let him _ choose. 
Every job has to be handled in its 
own way. 

“When price is uppermost in the 
prospect’s mind, we suggest how he 
may keep it down; at the same time, 
of course, we tell him the quality 
points, providing he is at all inter- 
ested in them. For instance, sash 
locks and casement fasteners in the 


tumbled finish are cheaper by 10 per 
cent than in the hand finish. Some 
sellers have been known to substi- 
tute steel for brass or bronze build- 
ers’ hardware. That is one way to 
get into thorough disrepute; there 
are other ways.” 

For eight years Lawrence Stollen- 
werk has been reading blue-prints. 
By this time they are no mystery to 
him, unless they happen to be of the 
sketchy sort, in which case he can 
detect the flaws instantly and pro- 
tect himself against the grief that 
might otherwise roll in on him. How 
did he learn? Mainly through his 
friendship with contractors. 


Including nails, sash weights, shelf 
hardware and rough and _ finished 
builders’ hardware, a ten-thousand- 
dollar stock of such merchandise is 
carried by the Stollenwerk Hard- 
ware Co. Fully a thousand dollars’ 
worth of samples of finished build- 
ers’ hardware is on display or avail- 
able in the special room devoted to 
this end of the business of which 
Lawrence Stollenwerk has full 
charge. 

This room contains a magnificent 
cabinet of quarter-sawed oak, with 
four sections and 34 drawers. The 
display here amounts to a perma- 
nent “style show” of builders’ hard- 
ware. 

These are some of the buildings 
in and near Milwaukee that have 
been trimmed by the Stollenwerks 
within about two years, together 
with the volume involved in each 
case: Boys’ Technical High School. 
Milwaukee, $3,300; Roosevelt Grade 
School, Wauwatosa, Wis., $1,800: 
McKinley Grade School, Wauwa- 
tosa, $1,800; Saint Joseph’s School, 
Racine, Wis., $1,200; Saint Mary’s 
Hospital, Columbus, Wis., $1,400: 
Sewerage Commission Office Build- 
ing, Jones Island, Milwaukee, $775 

Key work is a specialty in the 
Stollenwerk builders’ hardware de- 
partment. Either cylinder or bit- 
key locks are serviced in this respect. 
The firm master-keys every set of 
cylinder locks sold, when occasion 
requires. 

A key machine is set up in the 
department. With it not less than 
$250 worth of work a year is done. 
It is a fitting adjunct to such a ser- 
vice. For three years this key busi- 
ness has increased by one-third each 
year. 











TRADE. 


WINDS 


By LLEW S. SOULE 





A Fence That Can’t Be Straddled 


OME one has said that, in the competitive strug- 
gle between the chain and the independent 
systems of distribution, the manufacturer is 

neutral; that he makes the goods and his interest in 
- distribution is merely to see that his product is dis- 
tributed. 

We don’t believe it. If that were so, our opinion 
of the manufactu:~er’s foresight would drop 100 per 
cent. The manufacturer is not neutral. Each mak- 
er of merchandise today is, whether he acknowledges 
it or not, definitely aiding one side or the other. It 
cannot be otherwise. The greatest book in the world 
says truthfully: “Ye cannot serve two masters.” 

When a manufacturer of hardware sells his prod- 
uct on a basis whereby it reaches the consumer at a 
lower price through chain stores than through in- 
dependent channels, that manufacturer can hardly 
be classed as a neutral. On the other hand, when a 
manufacturer announces that he does not sell chain 
stores or mail order houses, he can, by no stretch of 
imagination, be classed as a neutral. Meanwhile a 
vacillating policy is never neutral. 

The manufacturer has a perfect right to take sides 
in the question of distribution, so far as his product 
is concerned. He should choose one channel of 
distribution and stay in that channel. The very 
nature of the problem is such that eventually he sust 
adopt a clear cut distribution policy. 

Why cannot a manufacturer be neutral? Largely 
because distribution in the two channels is so 
diametrically opposite in principle. Chain stores 
and mail order houses have definitely adopted a 
policy of Price. Their plan is to sell only the quick 
turning items of each line at low prices. They make 
no provision for consumers who desire the other 
items of those lines. They are not interested in 
whether or not the manufacturer sells those other 
items. 

On the other hand, the independents are service 
distributers. They depend on the selling of more 
or less complete lines. Their function is to see that 
all elements of a community are served with the 
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specific items of merchandise needed or wanted. 
They are interested in manufacturers’ complete lines. 
Also it is of vital interest to them whether or not 
the manufacturer places a part of his line in com- 
petition with their stocks, at prices which they can- 
not meet. 

If a manufacturer makes a line of merchandise, 
and is interested in selling the complete line, he 
should, from a standpoint of good business judg- 
ment, choose the independent channel. If on the 
contrary he makes only one or more items of the 
quick turning demand type of merchandise, it may 
be a matter of good business judgment for him to 
choose the chain store channel. 

In either case, if a manufacturer attempts a 
policy of selling through both channels, he should in 
fairness to the distributers and to his product, so 
arrange his price schedules that the merchandise 
will reach the consumer through both channels at 
the same price. 

Can the manufacturer sell his goods through both 
channels. on a basis of price equality? We doubt it, 
The policy of the chains is to sell cheaper. It is un- 
likely that they will accept a policy of price equality. 
Meanwhile it is extremely doubtful if independent 
wholesalers and retailers will continue to accept a 
policy which includes preferential prices to chain 
competitors—even though that policy includes but a 
part of the manufacturer’s line. 

The solution for the manufacturer lies in sticking 
to one channel; in cooperating wholeheartedly with 
the channel in which his greatest interest lies. The 
solution for the independent channel is to bring 
the attention of manufacturers to the facts and con- 
ditions involved, and to cooperate with those manu- 
facturers who definitely align themselves with in- 
dependent distributers. 

The present distributive conflict is somewhat like 
a World War. There is no place in it for neutrals 
One thing is absolutely certain: The Distributors are 


not Neutral. 
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Arkansas Dealers In Convention 


Urge Adoption of Modern 
Methods 


creasing trade volume, discus- 

sion of improved merchandising 
methods and a resolution advocating 
a fair fight between independent deal- 
ers and chain stores were highlights 
of the Arkansas Retail Hardware 
Association’s thirtieth annual conven- 
tion, held in Little Rock, April 15 and 
16. 

Success in retailing does not neces- 
sarily imply a large stock in a big 
city store, it was pointed out. Money 
can and is being made by hardware 
merchants irrespective of whether 
they cater to three hundred or thirty 
thousand prospective customers. 
What the individual retailer makes 
of his opportunities depends largely 
upon efficient management and effec- 
tive control over employees, stock 
and business operations. An _ intelli- 
gent analysis of profits and loss week 
by week was advocated as an impor- 
tant factor in the retail dealer’s 
success. 

Speaking on “Merchandising for 
Profit,” Donald McDonald,  vice- 
president and general manager of 
B. F. Avery & Sons Plow Company, 
Louisville, Ky., said the five essentials 
of successful selling are: Handling 
dependable nationally advertised mer- 
chandise, effective local advertising, a 
well kept follow-up system, adequate 
and attractive displays and efficient 
customer service. 


OP coos « suggestions for in- 


H OBERT BEATTY, hardware 
dealer of Clinton, Ill., and C. A. Col- 
mesnil, of David Lupton Sons Com- 
pany, Philadelphia, in discussing busi- 
ness stock and unit control and store 
planning and the importance of center 
arrangement, declared that the dealer, 
to do his job effectively, must select 
intelligent employees and train them 
carefully, select stock according to the 
demands of his community, arrange 
his stock in an orderly way and dis- 
play it attractively, devise and en- 
force an effective credit system, and 
direct his sales promotion efforts in- 
telligently. Poor management, it was 
said, will wreck a strong business. 


Good management will convert a 
failure into success. 

Chester E. Young of Fairview, 
Okla., discussed methods of selecting 
and training employees, and Rivers 
Peterson, editor of Hardware Re- 
tailer, Indianapolis, Ind., outlined 
modern merchandising methods 
whereby the retail dealer eliminate 
waste and increase his volume of 
trade. 

Prof. J. A. Dickey, head of the 
department of economics and _ soci- 
ology at the University of Arkansas, 
speaking on “Income and the Chain 
Store,” declared that the only way 
independent retailers can success- 
fully meet competition from chain 
stores and mail order houses is by 
conducting their business as efficiently 
and as intelligently as their com- 
petitors do. 
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(= volume of trade handled by 
chain stores has dwindled during the 
past five years,” Professor Dickey 
said, “but the chain store will be a 
strong competitor of the independent 
merchant for many years to come. In 
order to meet this competition, the 
independent dealer must study the 
needs of his community and analyze 
his business more intelligently. He 
must change his merchandising meth- 
ods to conform with changing eco- 
nomic conditions. He should adver- 
tise freely, but keep a careful check 
on advertising results. Trade is foot- 
loose, and no one organization has a 
monopoly on the distribution of mer- 
chandise. Customers will buy from 
the merchant who offers the best 
service and most advantageous 
prices.” 

The convention adopted a resolu- 
tion asserting that the independent 
merchant, in view of recent dis- 
closures in regard to practices of the 
chain stores, can serve the community 
more efficiently and as economically 
as the chain store; and that the best 
weapon of defense and offense of the 
independent retail store is to adopt 
modern methods and modern practices 
of merchandising. Propaganda in 








RAY MERIWETHER 
New President 


favor of the independent store and 
against the chain store not based 
on truthful and _— unsentimental 
grounds, and all types of anti-chain 
store legislation were condemned. 
Ray Meriwether of the W. W. 
Meriwether Hardware Company, 
Paragould, Ark., was elected president 
for the coming year, succeeding 
Laurence Hurley of Warren, Ark. 
Jacob Hartz of the Hartz-Thorell 
Supply Company, Stuttgart, was 
elected vice-president. The Board of 
Ditectors includes R. L. Graham, 





L. P. BIGGS 


Secretary 


Fordyce; J. B. Dunlap, Brinkley; 
W. E. Browne, Conway; H. W. 
Patrick, Russellville; G. W. Tatum, 
3ooneville; W. H. Hanna, El Dorado; 
R. S. Sanford, Searcy; and Fred 
Maxfield, Batesville. L. P. Biggs 
continues to serve as secretary. 

The association voted to hold its 
1931 convention again in Little Rock, 
rejecting invitations from Fort Smith 
and Hot Springs. 





Prepare for 
the Season 
of 


FLOAT 









GOOD float display is good ad- 
vertising. There are several 
times each year that dealers can 
take advantage of an opportunity to show 
a float. While it may be impractical to 
enter a float display in every parade and 
civic celebration, the time and expense nec- 
essary for the creation of an effective float OF 
may always be considered a worth-while 
investment. 

Hardware dealers have used floats with unusual suc- 
cess. A few representative dealers express enthusiastic 
approval. “Float advertising is good advertising,” said 
George W. McCabe, president of McCabe Hardware 
Co., recently. The head of this large Petoskey, Mich., 
store also said that his organization made it a practice 
to be represented by a float display in every local parade. 
“We never use a cheap, poorly decorated float but strive 
for an impressive and outstanding display.” 

The McCabe fish float was mounted on a truck with- 
out a cab. This truck was entirely covered with cloth 





Here are float ideas that have been 
successfully used by hardware deal- 
ers. With the advent of the sum- 
mer season, pageants and celebra- 
tions will call for this type of ad- 
vertising 






ct MEATS: 


painted to represent water and was decorated with many 
lily pads and bullrushes. At the fish’s mouth was a 
large reproduction of an artificial bait, to which was 
attached a thirty-foot rope. 

“We had a freckled-faced boy,” continued Mr. Mc- 
Cabe, “with bare feet, overalls and a large straw hat 
precede the float. The boy had a twenty-foot cane fish 
pole over his shoulder to which was attached the rope 
from the float. Apparently the boy was pulling the fish 
down the street. (Continued on page 76) 
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Remember Y our Sporting Goods 


OSSIBLY few hardware 
lines respond more readily 
to effective display treat- 
ment than sporting goods. 
For this reason, enterpris- 
ing hardware merchants 

who are remodeling their stores, or 
are contemplating purchasing new 
display equipment, should make cer- 
tain that the sporting goods depart- 
ment is given the treatment and 
attention it deserves. The illustra- 
tions accompanying this article show 
what may be accomplished in this 
regard at a comparatively nominal 
expenditure. The same room is 
depicted in both photographs, al- 
though wider in the recent photo- 
graph, due to alterations. The store 
is that of the Smith-Winchester Co., 
hardware jobbers and _ retailers, 
Jackson, Mich. 

Exactly the same fixtures are 
shown in both photographs, but we 
think you will agree that their ap- 
pearance is greatly enhanced in the 
recent photograph where they are 
shown freshly painted. The ceiling 
is unchanged although adequate 
lights of the modern type tends to 
improve its appearance. A new 
floor together with fresh paint of 
lighter tint used on the walls and 
ceiling completed the transforma- 
tion. An additional decorative fea- 
ture especially appropriate for a 
sporting goods department was pro- 
vided by a decorative frieze which 
runs completely around the walls ot 
the room on the wall space betweeen 
the top of the wall fixtures and the 
ceiling. The scenes painted in the 
frieze with natural bright colors 
depict almost every known sport 
and add a final touch of atmosphere 
to the department. 

C. J. Watts, general manager of 
the firm contends that separate 
rooms for each department, but all 
connecting with one another, is a 
decided asset as in this manner each 
department retains a certain note of 
individuality. As a result of this 
belief, the main building in reality 
consists of six separate rooms, three 
on the first floor and three on the 


Department 


second floor. The sporting goods 
department also has a private en- 
trance. Adjoining store buildings, 
taken over from time to time as 
conditions made expansion neces- 
sary made the connecting arrange- 
ment and separate room for each 
major department possible. The 
sporting goods department is the 
most recent addition acquired in the 
manner described, and is considered 


When You 


Modernize 


among the best in Michigan in both 
size and appearance. 

Good show windows are con- 
sidered by Mr. Watts to be the most 


(Continued on page 74) 
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PING PONG 


A recent ping pong tournament 
in New York City which in- 
dicates the renewed interest in 
indoor game 


the 


HERE AGAIN 


ECENTLY the well-known game of ping pong 
staged a come-back. It has grown in public 
favor, in many sections of the country, until 
almost every dwelling has one or more enthusi- 
astic exponents of the sport. About two years 

ago a group of American ping pong enthusiasts 
began a concerted movement to revive interest in the 
game in this country as well as abroad, with a view 
toward international acceptance of the sport. Lately, it 
has become very evident that considerable headway has 
been made, as the interest is now both keen and wide- 
spread. 

In the larger cities the popularity of the game is es- 
pecially pronounced at the present time. On occasions 
which make gifts appropriate the demand for ping pong 
sets and tables has been unprecedented. Many city stores 
have reported that the game leads all other indoor sports 
in popularity. The sets and tables are available in a wide 
range of prices, which is a decided advantage, since equip- 
ment is available to suit all pocketbooks. Hardware deal- 
ers, especially those who operate a toy department in 
conjunction with their stores, are in an advantageous po- 
sition to capitalize on the growing ping pong demand. 
People who are interested in games are regular visitors 
in such stores and, in many instances, all that the dealer 
will have to do to consummate a sale, will be to bring the 
game to the attention of such visitors, through the vari- 
ous mediums at his command. 


Dealers Can Profit 


From Its Revival 


Newspapers are already com- 
menting on the revived interest 
in the game, and ping pong tour- 
naments in some of the larger 
cities have centered public atten- 
tion on the sport. In New York 
City, 1200 contestants entered the 
metropolitan ping pong tourna- 
ment. As news reel pictures of 
this event will be shown through 
the entire country, further in- 
terest will be aroused. Dealers in 
some towns could no doubt spon- 
sor local tournaments to their ad- 
vantage. 

I-ven in society, the game ap- 
pears to be vieing with bridge 
for the favor of enthusiasts in 
indoor pastimes. Most people who 
attend social events have at least 
noted that the game has some ad- 
herents in their particular crowd. 
Some of the up-to-the-minute 
apartment houses have a game 
room in their basements. Usually 


(Continued on page 73) 
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You Ready? 


SERVE! 


Do you crash them 
over the net? Are you 
a fiend at cuts and 
curves? Or just an ar- 
dent kibitzer? No 
matter... Ping Pong 
is grand sport. Get 
in on a game tonight. 


Ping “Pong Sets 


1.50 
16.50 


TABLES 
for PING ‘PONG 
32.50 4x8 
ae} — [ 5x9 
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Your Next Customer 
May ome from Maine 
or California.... 


The Lure of the Open Automobile Road Is Extend- 
ing Your Sales Territory. Touring Motorists Have 
Money to Spend and Many of Their Needs Are 
in the Average Hardware Store’s Varied Stock 


ATHING suits all around 

please” struck my _ ears 

early one morning as I was 

passing through our Sport- 

ing Goods department, and 

curiosity compelled me to 
stop. I was amazed at the large 
order that a tourist motoring West 
through Kansas City, made at our 
store, a tent, cots, kitchen camp 
cook stove, utensils for cooking, a 
motor refrigerator, rugs and now 
bathing suits. 

He told us that he had come from 
an eastern state hundreds of miles 
away. I had an opportunity to ask 
and so I did—“why are you just 
now buying camp equipment when 
you have evidently been on the road 
some time?” 

“Why didn’t you buy all these 
things in your own home town?” 
He laughed as he replied, “I am not 
surprised that you ask, and yet I 
believe that my family and I are 
typical of hundreds of tourists who 
pass through your city every day. 

‘When we started, we thought it 
would be a great lark to motor to 
California, but none of us thought 
that we wanted to cook or wash 
dishes or do any real work except 
change an occasional tire, but now 
we have changed our minds. 

“The lure of the open road has 
us completely enthralled; we are 
through with hotels for the rest of 
the trip or at least until we arrive 
in California where we will spend 
a few weeks. 

“It is the camp cottage or the 
tent, the open fire and the tang and 
zest of food cooked in the open air 
for us from now on. After passing 
through ten states where we stopped 
at hotels, packed and unpacked our 


By LUCILE E. MacNAUGHTON 


luggage every night, followed a 
parade of bell boys from the car to 
our room and out again in the morn- 
ing, hunted a garage, dressed for 
dinner and did all of the things that 
you do when you stay at a more or 





And there they were all lined up, 
three fine looking children, a boy 
and two girls. 

“Bathing suits are something that 
you cannot always buy in a hard- 
ware store, but it is mighty nice 
for us, as we can get all of the 
things we need, right here without 
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A window display by the Bunting Hardware Co., Kansas City, Missouri 


less fashionable hotel, we decided 
that we were having too formal a 
vacation to really enjoy it, so we 
don’t do that any more. The tour- 
ist camps have drawn us from our 
regular mode of life and now we 
are roughing it to our hearts con- 
tent. 

“Bathing suits, please,” he re- 
peated, “one for each of the gang.” 

Au 


having to shop around, in a strange 
city. 

“We bought the knicker outfits 
before we left home and they won't 
wear regular clothes any more. My 
wife is a wonderful cook, and I am 
becoming expert in ‘bringing home 
the bacon.’ You should see me 
fish.”’ 

(Continued on page 69) 
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An Oak Park, Ill., hardware store devoted this entire window to the display of toys, suitable for year around play 


TOYS ARE A HARDWARE STAPLE 
AT BURKE'S 


Some Retail Observations on the Sale of Playthings— 


Summer and Winter Airplane Peculiarities 


OYS have come to be almost a staple with the 
Frank Burke Hardware Co., Waukegan, Ill. At 
Christmas time, of course, they are pushed to the 
front with special emphasis; nevertheless, they are not 
forgotten during the rest of the year. By no means! 

Frank Burke and his associates keenly realize the im- 
portance of the place that juvenile goods should occupy 
in the hardware business; they employ every device to 
make sure that such merchandise occupies that place. 

Wheel goods are carried throughout the year. Much 
of the time they are to be found on the second floor 
only. On that floor a special department is dedicated to 
the display of playthings. 

Other merchandise is also shown on the same floor. 
That brings a fairly steady stream of customers up- 
stairs. When youngsters come they are sure to see the 
toys; often their elders notice them just as quickly. 

George G. Hoy, former advertising manager for the 
Burke company, said: “Though we sell them from 


one end of the year to the other, toys are nevertheless 
much influenced by the seasons. These seasonal fluctua- 
tions must be watched. They are curious. 

“For instance, we did not make a sale on a certain 
toy for last Christmas (1928), but we sold eleven of 
the same toys one month during the following summer. 
In fact, we sold more of this toy than ever that summer, 
which argues that certain toy items move more readily 
then than at any other time of the year. 

“Sleds are the juvenile vehicles that move at Christ- 
mas-time in this latitude. During the holidays of 1928- 
29 we sold 67 sleds, all of one make. 

“That season we watched the movement of our toys 
carefully and did out best to pick out the best sellers 
and throw out the poorest. It was a sort of a survey. 

“As a result of it, we added three articles to which 
we had given little previous attention: Chemistry sets, 
juvenile pool tables and boys’ tool kits. In the same 
season we sold twelve electric trans, sixteen wind-up 
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trains and a lot of extra locomotives, coaches and cars. 

“Airplane toys are rapid movers. ‘They, too, have 
their peculiarities. In the summer-time the set-up, 
ready-to-fly models are by far the most popular, but in 
the fall and winter the boys call for the airplane con- 
struction sets. 

“This seasonal demand is understandable, of course. 
When the weather is cool or cold they spend more time 
indoors and like to exercise their skill and imagination 
on the construction sets. At other seasons they want 
to be out and actually fly their planes. 


“The toys we handle include trains, tricycles, small 
kiddie cars, scooters, sidewalk bikes, pony bikes in addi- 
tion to those already named. Boys like dump trucks, 
we find. They are easy to sell. 

‘Because of our care in observing the trend of demand 
during the 1928-29 holiday rush and since, we have 
worked out a system of complete stock control on toys. 

“Considering playthings of any considerable value, the 
ideal stock for each unit is the average number sold in 
sixty days. Such goods usually have to be ordered about 
a month ahead.” 








Schmidt Hardware Co., 
Madison, Wis., with this 
seasonal toy display reach 
the parents through the de- 
sire of the children. Here 
aluminum toys of varying 
kinds are surrounded by 
the atmosphere of a beach 





Every Day Is Play Day 


F course, Christmas time is 
QO still the big season for tcys, 

but don’t overlook the 
wonderful sales opportunity toys 
present for year ‘round profits. 
Every day is play day! Every day 
calls for toys. What mother or 
father wouldn’t sacrifice their own 
pleasures in order to make their 
children happy ? 

One need only observe youngsters 
in his own home to appreciate how 
quickly fragile toys become broken 
and call for replacement. Also how 
the more durable toys soon lose con- 
siderable of their attraction and ac- 
tive interest begins to wane. Chil- 


A Simple Sales Fact That Can Be 
Made to Pay Big Dividends—Selling 
Toys Through Interesting Displays 


dren are never satisfied for long and 
are ever on the alert for anything 
new that may catch their fancy. 
Just let a youngster set his or 
her heart on possessing some new 
toy and see what good little sales- 
men they become. They don’t take 
“No” for an answer without a strug- 
gle. When they can’t prevail upon 
mother or dad they work on other 
members of the family and _ rela- 
tions, or run errands and other odd 
jobs to earn enough with which to 
buy it themselves. Regardless of 
how appealing and interesting the 
new toy may have seemed before 
possession, it, too, soon loses its 


charm and the youngster wants 
something new. What an opportu- 
nity for sales and profit this ever 
recurring cycle provides for mer- 
chants who feature toys throughout 
the year. 

Adequate and interesting displays 
in the store and windows play a 
most important part in attracting 
this profitable business—business 
that is sold at full retail prices, and 
at a margin that makes it well worth 
while. 

Modern toy lines are replete with 
numbers that enable a handy display 
man to create timely, fascinating 
displays for practically any week in 
the year. Just a little intelligent 
thought and ingenuity is required. 

What child about to spend a week 
or two at the seashore or its parents 
could pass by the beach display ac- 
companying this article without vis- 
ualizing the added pleasure and de- 
light a set of these aluminum uten- 
sils will provide? Sales just natu- 
rally result. The display is simple 
and easily duplicated. If no win- 
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Another display of alumi- 
num playthings, consisting 
in this case mainly of items 
that appeal to the little girl 
—sets of dishes, spoons, 
etc. This was also used by 
the Schmidt Hardware Co., 
of Madison, Wis. 


dow is available, set it up in a prom- 
inent place in the toy department. 

An entirely different type of dis- 
play but one which also proved prof- 
itable is that of the Schmidt Hard- 
ware Co. of Madison, Wis. The 
glistening luster of the play uten- 
sils, the bright insets and colorful 
boxes depicting favorite nursery 
rhyme characters made such an at- 
tractive display that few people 
passed without its catching their at- 
tention. Prices were featured 
prominently, and the strong human 
appeal of the reminder on the center 
card+—“Children have a barrel of 
fun with Aluminum Toy Sets. 
Take home a set!” loosed many 
purse strings during and after the 
time of the display. 

Similar opportunities await any 


dealer who will devote the time and 
thought to merchandising toys 
which they deserve. Give them 
prominent space in your store. 
Feature them in your windows 
often. Try to arrange your display 
so that some of the larger, durable 
articles are readily accessible and 
permit orderly children to enjoy 
them. 

Take an interest in their activities. 
Make a note of the items that in- 
terest them most. Use this infor- 





mation as a follow-up on the 
parents. 

Managing a toy department is 
really very fascinating work for 
anyone with patience and tact, who 
likes children and studies their re- 
actions. Treating the youngsters 
right pays triple dividends—profits 
on the toys, general patronage from 
the parents and permanent good- 
will toward your store in the minds 
ot the youngsters as they grow up 
and their needs expand. 





Southeastern Convention Plans Completed 


LANS are practically com- 

P ictes for the big annual con- 
vention and hardware exhibit 

of the Southeastern Retail Hard- 
ware & Implement Association, ac- 
cording to Walter Harlan, efficient 
secretary of that organization. Most 
of the exhibit space has already 
been sold, and the program of busi- 
ness and entertainment is complete 
and ready for action, he says. It 
looks like a banner meeting for this 
big four-state hardware association. 
The convention is to hold a three- 
day session commencing Tuesday, 
May 13. Both meetings and exhibit 
will be held in Atlanta Auditorium- 
Armory, and while the program will 
be very comprehensive in range, 
plenty of time will be given for the 
members and their employees to 
take advantage of the educational 
features offered by the exhibit. In 
fact the entire afternoon of one day 


will be given over to a buyers’ ses- 
sion in the Exhibit Hall. 

The Southeastern Association is 
composed of the individual associa- 
tions of Tennessee, Georgia, Ala- 
bama and Florida. Each association 
has its own officers just as the 
Southeastern has. The secretarial 
work is handled through one office 
under the supervision of Secretary 
Walter Harlan, who has kept the 
organization in the front ranks of 
hardware associations for the past 
16 years. 

The program for the coming con- 
vention is one of intense interest, 
with the speakers selected largely 
from the membership itself. It will 
deal with such subjects as the deal- 
er’s opportunity; His competition 
and how to meet it; His job; How 
to get more business; Store com- 
parisons; Inside competition; How 
to conduct sales; How to get more 
volume without sacrificing profits ; 


Adding new lines; Chain store and 
catalog house competition, etc. 

Perry G. Wall, Tampa Hardware 
Company, Tampa, Fla., will make 
one of the leading addresses. Thos. 
B. Howell, Richmond, Va., a mem- 
ber of the Board of Directors of 
the National Retail Hardware As- 
sociation, will present the theme of 
Wednesday session. In addition 
honorary members George M. Gray, 
Coshocton, Ohio; T. W. McAllister, 
Atlanta, Ga., Hamp Williams, Hot 
Springs, Ark., and Llew S. Soule, 
Editor of HARDWARE AGE, will be 
in attendance and take an active 
part in the discussions. 

The entertainment will be of a 
high order, with the Atlanta Retail 
Hardware Club acting as_ host. 
There will be something doing in 
the way of entertainment every day 
and every evening, and the ladies 
who attend will receive special con- 
sideration. 
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SCHRICH HARDWARE CO., at 3524 Gravois 

Avenue, St. Louis, Mo., is an excellent example 

of ambition applied to experience. Located in a 
large modern building, this retail establishment is serv- 
ing a community that has known, respected and asso- 
ciated the name “Eschrich” with “hardware” for more 
than fifty years. 

Besides bearing a name that is familiar to the oldest 
resident in the community, the store is modern, appeal- 
ing and progressive. The latest styles of merchandising 
plans and the most progressive merchandising policies 
have been adopted in this store on the South Side. 

Display tables have been found most advantageous 
on the Eschrich sales floor. A wide variety of mer- 
chandise can be seen on these tables which face on two 
wide aisles. The company has found—as have many 
dealers—that some merchandise is stolen from these 
table displays. However, a most gratifying report is 
made that the amount is small and can be forgotten and 
absorbed due to the greatly increased sales of small 
items, resulting from the use of display tables. The 
display fixtures were designed and installed by J. D. 
Warren Mfg. Co., Chicago, Ill. 

Modern lighting is believed to be essential on this 
sales floor, which is 25 feet wide and 105 feet in depth. 
Eight lighting fixtures have been installed down the 
center of the sales floor. These have 300-watt globes, 
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COMBINA-.- 

TION of good 
display and good 
lighting results in 
this store becoming 
well known in_ its 
community and _ en- 
joying a good busi- 
ness in the face of 

chain competition 












giving excellent illumination, eliminating shadows, ete. 
Those in charge of the store believe in good illum- 
ination. Eschrich, son of the owner, says: 
“People are attracted to a bright store, and plenty of 
light is necessary to achieve real results. We do not 
use all the fixtures during the day, due to a large sky- 
light, but at nightfall all eight fixtures are lighted.” 
The combination of good display and good lighting 
results in this new store becoming well known among 


Henry J. 


other merchants and retail organizations, in addition to 
enjoying a good business from an established trade. 

Eschrich Hardware Co. has competition—lots of it 
and finds that it increases its business. A mail order 
retail store is within a block and a half. On the same 
block is a five and ten cent store and around the corner 
is another chain store. 

The manager of one of these chain stores sends many 
customers to the Eschrich firm. When asked “how 
come,” Mr. Eschrich replied by stating that when quality 
merchandise is desired, Eschrich is recommended. The 
chains do not carry a wide variety the Eschrich store 
serves its trade well, and looks on competition as a 
help, rather than a hindrance. 

Arthur Eschrich is the owner of the business. Asso- 
ciated with him in the management of the store is his 
son, Henry L.; a brother, William; Edward Eschrich, 
a nephew, and FE. A. Ruby. 
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FOLEY DIES; COLEMAN 
MANAGER IN CHICAGO 
A. E. Foley, manager, Chi- 

cago office, The Coleman Lamp 

& Stove Co., Wichita, Kan., 

died of cancer at Johns Hop- 

kins Hospital, Baltimore, Md., 

on April 29. He was also vice- 

president of the organization, 
member of the board of direc- 
tors and director of Coleman 

Export Corp. He was well 

known to the hardware jobbing 

trade in the North Central 

States, which territory he man- 

aged. 

Mr. Foley was born in Kala- 
mazoo, Mich., in 1882, and spent 
the entire 30 years of his busi- 
ness life in gasoline lighting, 
heating and cooking industry. 
In Texas he first entered the 
business as a distributor of gas- 
oline lamps for the Incandescent 
Light & Supply Co., Wichita, 
Kan., which organization was 
merged with the Coleman com- 
pany in 1913. At that time Mr. 
Foley was transferred to the 
St. Paul office as assistant 
manager. He opened the Chi- 
cago office in 1915 and has been 
its manager until the time of 
his death. 


IZAAK WALTON EXHIBITS 
DRAW BIG ATTENDANCE 

Seventy-two exhibitors par- 
ticipated in the exhibition held 
during the eighth national con- 
vention of the Izaak Walton 
League of America in the Ste- 
vens Hotel, Chicago, April 23, 
24, 25 and 26. 

Nearly 40,000 persons saw 
the exhibits of sporting goods, 
fishing tackle, outboard motors 
and boats and other outdoor 
equipment and services. Seven 
thousand were in attendance 
Friday night. 

Six hundred delegates at- 
tended the convention of the 
league. Dr. George E. Vincent, 
Greenwich, Conn., formerly 
with the Rockefeller Founda- 
tion, was elected president, suc- 
ceeding Dr. Henry Baldwin 
Ward, Urbana, IIl., professor 
of zoology at the University of 
Illinois. 

Among the exhibitors were 
the following: 

American Fork & Hoe Co., 
Cleveland; Coleman Lamp & 











Stove Co., Wichita, Kan.; 
Colt’s Patent Fire Arms Mfg. 
Co., Hartford, Conn.; Creek 
Chub Bait Co., Garrett, Ind.; 
Enterprise Mfg. Co., Akron, 
Ohio; Gold Medal Folding 
Furniture Co., Racine, Wis.; 
B. F. Goodrich Rubber Co., 
Akron, Ohio; James Heddon’s 
Sons, Dowagiac, Mich.; Ithaca 
Gun Co., Ithaca, N. Y.; Izaak 
Walton League of America; 
Johnson Motor Co., Waukegan, 
Inn.; Marble Arms & Mfg. Co., 


Gladstone, Mich.; Meisselbach 
Division, General Industries 
Co,. Elyria, Ohio; National 


Carbon Co., New York; Na- 
tional Outboard Association; 
National Rifle Association of 
America; Outboard Motors Cor- 
poration, Milwaukee; Outdoor 
America, Chicago; Peters Cart- 
ridge Co., Cincinnati; Reming- 
ton Arms Co., Inc., New York; 
Richardson Rod & Reel Co., 
Chicago; Savage Arms Corp., 
Utica, N. Y.; Shakespeare Co., 
Kalamazoo, Mich.; South Bend 
Bait Co., South Bend, Ind.; 
U. S. Cartridge Co, New 
York; Weber Lifelike Fly Co., 
Stevens Point, Wis.; Western 
Cartridge Co., East Alton, IIl.; 
Winchester Repeating Arms 
Co., New Haven, Conn. 


AMERICAN FORK & HOE 
GAME FISH PICTURES 
The American Fork & Hoe 

Co., Cleveland, Ohio, is pub- 
lishing pictures of game fish 
popular in North America and 
is now offering the following 
subjects: large-mouthed black 
bass, small-mouthed black bass, 
wall eyed pike, muskellunge, 
pike and lake trout. These at- 
tractive prints are being pub- 
lished in answer to a demand 
on the part of sportsmen for 
reproductions of the illustra- 
tions appearing in True Temper 
rod advertisements in outdoor 
magazines. 

Prints are reproduced on a 
paper suitable for framing and 
measuring 91% in. by 12 in., car- 
rying a self border of 2% in., 
with the name appearing below 
ona scroll. To pay the costs of 
packing and mailing, the com- 
pany is charging 10c. apiece for 
these beautiful wash drawings 
in black and white. 
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European Stores Show Prices, Says 
’ Blumberg on Return 


William L. Blumberg, presi- 
dent of the wholesale hardware 
firm of William L. Blumberg 
Co., Inc., 31 Warren St., New 
York City, returned on April 





WILLIAM L. BLUMBERG 


22 from a seven weeks’ trip to 
several European countries. 
While Mr. Blumberg was pri- 
marily pleasure bent, he never- 
theless found time to visit 
many hardware establishments 
in England, France, Germany, 
Switzerland and Austria. 

It ig Mr. Blumberg’s opinion 
that foreign hardware mer- 
chants have made no further 
progress in their merchandising 
methods than was evident on 
his last visit in 1922. Dealers 
in other lines, however, have 














| adopted approved modern dis- 


play.and other advanced meth- 
ods in most stores of the better 
class. 

In contrast, Mr. Blumberg 
says that European merchants 
render better and more pleas- 
ing service to their customers. 
The customer is “king,” and 
the extreme courtesy of those 
who serve him is often in 
marked contrast to the treat- 
ment the patron receives in 
some stores in the United States. 
All of the better stores now 
follow the practice of marking 
their merchandise in plain fig- 
ures, and bickering is no longer 
the custom. He reports that 
a well-known American five- 
and-ten chain has established 
stores in some of the principal 
cities of Germany and England, 
and that they are being well 
patronized. 

Unemployment and excessive 
taxation are adverse factors to 
[uropean business, and Mr. 
Blumberg believes that the 
United States is much more 
fortunate in this regard. Fewer 
American tourists are visiting 
Europe since the Wall Street 
crash, and many tourists who 
were in Europe when the deba- 
cle occurred curtailed their va- 
cations immediately. Americans 
as a class are in better repute 
with the people of the coun- 
tries he visited than they have 
been on previous visits, con- 
cluded Mr. Blumberg. 





CHARLES E. YOUNG DIES 
IN HIS ILLINOIS HOME 


Charles Eckert Young, who 
has long been connected with 
the brass manufacturing indus- 
try, died suddenly at his resi- 
dence, 731 Vine Avenue, Park 
Ridge, Ill, April 27. Mr. 
Young’s parents were among 
the early settlers in Chicago, 
and he was born in that city on 
June 9, 1878. 

He was formerly a director 
of the Ohio Brass Co., Mans- 
field, Ohio, but returned to Chi- 
cago to operate his own adver- 
tising agency. In 1915 he be- 





came connected with the Impe- 
rial Brass Mfg. Co., Chicago, 
as vice-president in charge of 
its Watrous plumbing division. 


GRAY, BRANCH MANAGER 
FOR PITTSBURGH STEEL 


H. S. Gray has been made 
manager of the new Syracuse, 
N. Y., district sales office of 
Pittsburgh Steel Co., Pitts- 
burgh, Pa. For the past 19 
years Mr. Gray has been with 
the sales department of the or- 
ganization. 
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BUNNELL VICE-PRES. OF 
ARMSTRONG ELECTRIC 


C. M. Bunnell has _ been 
elected as _ vice-president in 
charge of sales of Armstrong 
Electric & Mfg. Corp. 522 
Fifth Avenue, New York City. 
He had been general sales man- 
ager of the company since 1929. 





Cc. M. BUNNELL 


Prior to his connection with 
the Armstrong organization, he 
had been general sales manager 
of Pyrene Mfg. Co., Newark, 
N. J., with which company he 
had been connected for five 
years. Before going with the 
Pyrene concern he had been 
with the General Electric Co., 
Edison Lamp Works, for more 
than twelve years. He has had 
wide experience with sales and 
manufacturing problems, and is 
well qualified to assume the 
duties of his new position. 





BAIRD & CO. APPOINTED 
BY GOODELL-PRATT CO. 


G. M. Baird & Co., Memphis, 
Tenn., have been appointed as 
Goodell-Pratt Co. representa- 
tives in the States of Texas, 
Oklahoma, Arkansas, and 
Louisiana. The appointment of 
this firm, which is well known 
throughout the Southwest, will 
be effective May 15. 





MILTON LINDSLEY DIES; 
WAS 79 YEARS OLD 


Milton F. Lindsley, chief 
chemist, The King Powder Co., 
Cincinnati, Ohio, died April 21, 
at 79. He was one of the pio- 
neer developers of “Smokeless 
Powder” and worked on numer- 
ous explosives while with the 
King organization. 

Mr. Lindsley was a represen- 
tative of the Dittmar organiza- 
tion, prior to 1890. When the 
company was succeeded by The 
American Wood Powder Co. he 





joined it and served as selling | ALUMINUM INDUSTRIES | E. D. COWLIN IS MANAGER 


representative and general 
superintendent, until 1895, when 


he joined the King concern as | 


its chief chemist. He was very 
popular with sportsmen and 
people in his trade. 


STEPHENSON REELECTED 
DELTA CO. PRESIDENT 


The annual meeting of the 
board of directors of Delta 
Electric Co., Marion, Ind., was 
held recently. Officers for the 
firscal year beginning April 1 
are as follows: W. B. Stephen- 
son, president; George F. Cole, 
executive vice-president; John 
W. Wharton, second vice-presi- 
dent; Lewis F. Cole, secretary, 
and D. D. Wellman, treasurer. 
Mr. Stephenson continues as 
chairman of the board. 

G. F. Cole, who was former- 
ly secretary, also becomes a 
member of the board of direc- 
tors. He is in charge of sales 
and advertising, and has been 
with the organization for thir- 
teen years, having started as 
floor boy in the punch press de- 
partment. Mr. Wharton is in 
charge of field sales and the 
branch offices. 





HAMBLIN & RUSSELL CO. 
MOVES NEW YORK OFFICE 


Hamblin & Russell Mfg. Co., 
Worcester, Mass., moved the 
New York sales office on May 1 
to Room 505, 200 Fifth Avenue, 
New York City. This office is 
in charge of D. S. Messinger. 

After June 1 a complete sam- 
ple line of wire and stamped 
kitchen utensils, wire specialties 
and novelties will be displayed 


HANKS, ASS’T MGR., 
PITTSBURGH CO. SALES 


Hubert F. Hanks has been 
appointed assistant general 
manager of sales, and C. E. 
Kendall is the new manager of 
the fence department of Pitts- 
burgh Steel Co., Pittsburgh, Pa. 
Mr. Hanks has been connected 
with Pittsburgh Steel Co. since 
1909. He represented the or- 
ganization as traveling salesman 
in different sections of the 
country until 1920, at which 
time he became manager of the 
fence department. 

Mr. Kendall joined the Chi- 
cago office in 1919 and became 


assistant manager of that office | 


in 1923. In December, 1928, he 
went to Pittsburgh as assistant 
manager of the fence depart- 


ment, in which capacity he 
has served until the present 
time. 


| PLANT WILL BE MOVED 


| Plans for transferring the 


| Industries, Inc. from 

| N. Y., to Cincinnati, Ohio, are 
| being considered by officials of 
| the company, according to re- 
ports. 


muffler division of Aluminum | 
Utica, | 


| OF RELIANCE CO. SALES 


| E. D. Cowlin is sales man- 
ager of The Reliance Mfg. Co., 
Massillon, Ohio. For seven 
years he has been a member of 
the organization. Previous to 
his appointment to his present 


F, J. Glennon, vice-president | 


and general manager, announced | 
that on May 1 the full Permite- | 


Diamond line would be serviced 
to the trade from Cincinnati, 
with the exception of 
rings and mufflers, and_ that 
these products 


the next 90 days. 





G. F. WILLIAMS DIES; 
BARRETT CO. TREASURER 


George Francis Williams, for 


Providence, R. I., died at his 
home in that city on Sunday, 
April 27, at the age of 70. He 
was treasurer of the company 
at the time of his death. 

Mr. Williams’ close touch 
with hardware and supply deal- 
ers throughout New England, 
and his prominence in associa- 
tions allied with those branches 
of business, coupled with a 
splendid character, earned for 
him a reputation and standing 
enjoyed by few business men. 
He was a member and a past 


tary Club, past president of 
the New England Implement 
Dealers’ Association, past presi- 
dent of the New England Seed- 
men’s Association, and a mem- 
ber of the Rhode Island Poul- 
try Association and of the New 
England Hardware Dealers’ 
Association. 


CLEVELAND QUARRIES 
APPOINTS BEST CO. 


L. Best Co., Inc., 28 West 
Broadway, New York City. 


representatives 
distributors for loose and 
mounted grindstones manufac- 
tured by The Cleveland Quar- 
ries Co., Cleveland, Ohio. The 
Best organization will have the 
| Metropolitan New York district. 





| L. K. SIMONS JOINS READ- 
ING IRON STAFF 


L. K. Simons joined the 
| Reading Iron Co., Reading, Pa., 
'on May 1 and will be in charge 
of operations at the company’s 
cut nail plant in Pottstown, Pa. 
For the past ten years he was 
| an operating executive for Van 
| Alen Co., Northumberland, Pa., 
| where he gained valuable expe- 
| rience in cut nail making. 


piston | 


would be dis- | 
tributed from that city within | 


more than 50 years associated | 
with The W. E. Barrett & Co., | 


director of the Providence Ro- | 


have been appointed as export | 
and domestic | 


| 





E. D. COWLIN 


position, he had been manager 
of the district office of the 
company in New York. 

Mr. Cowlin makes his head- 
quarters in Massillon, Ohio. 


CONANT & DONELSON CO. 
ARE EXPANDING LINES 


Conant & Donelson Co., Con- 
Px Mass., is expanding its 
| lines and is now manufactur- 
ing a full line of double bevel 
type dies. The company is in 
a position to furnish this type 
of screw plate assortments and 
all repair parts. According to 
the manufacturer, these parts 
are interchangeable with parts 
now on the market. 


| Recently extra _ working 
| forces have been added to some 
|} of the departments. Many 


parts of the organization are 
working fourteen hours a day 
| at the present time. 


A. E. STARBUCK DIES; 
WAS FORMER PRESIDENT, 
STAINLESS STEEL CO. 


A. E. Starbuck died at his 
home in Pittsburgh, Pa., on 
April 15, at the age of 59. 
Mr. Starbuck was president of 
the American Stainless Steel 
Co., Pittsburgh, Pa. Previous- 
ly he had been secretary of 
the Haynes Automobile Co., 
Kokomo, Ind. 

He was a native of Iowa but 
spent the greater part of his 
| business career in Indiana. 











56 


HARDWARE AGE for May 8, 1930 





AMERICAN STEEL & WIRE 
PROMOTES BAACKES 


Frank Baackes, vice-presi- 
dent, American Steel & Wire 
Co., Chicago, III., has been made 
assistant to the president of the 
company. His headquarters are 





FRANK BAACKES 


in Chicago. G. F. Blackmer, 
general superintendent, and J. 
A. Coakley, general traffic 
manager of the company, have 
been made vice-presidents of 
the company. Their head- 
quarters are in Cleveland, and 
no changes have been announced 
in their executive duties. B. 
H. Lawrence, mechanical engi- 
neer, has been made chief en- 
gineer of the organization. 





METROPOLITAN OUTING 
TO BE HELD JUNE 18 


The 1930 annual outing of 
the Metropolitan Hardware As- 
sociation will be held Wednes- 
day, June 18. There will be a 
new boat ride ending at Play- 
land Park, Rye, N. Y., where 
a special shore dinner will be 
served. Tickets will be avail- 
able shortly. H. A. Cornell is 
chairman of the outing commit- 





tee. As has been the practice 
in recent years, the Metropoli- 
tan outing takes the place of the 
several individual outings for- 
merly held by constituent mem- 
ber associations. 


DENECKE TELLS BOOST- 
ERS ABOUT HARDWARE 
TRENDS AND FUTURE 


Speaking to the Hardware 
Boosters of New York City, 
Edward K. Denecke on Satur- 
day, April 26, told of the 
changes which were taking 
place in retail hardware stores. 
Citing from his own experi- 
ences as merchandising manager 
for James & Hawkins, Inc., op- 
erators of twelve Long Island 
stores, Mr. Denecke traced the 
loss of certain business to 
changed building and living hab- 
its, but also showed where close 
attention to such trends brought 
to light new merchandise to 
take the place of lost sales. In 
most cases the new goods sold 
at higher prices, and so to the 
wide-awake dealer the change 
was a help. Telling how in 
many cases salesmen had helped 
show the way, the speaker 
urged Boosters to study the 
business they were in, and not 
to be content with merely the 
knowledge of their own lines. 

A short discussion followed, 
after which J. H. Cherry, sec- 
retary of both the local whole- 
sale hardware and mill supply 
associations, spoke briefly on 
business conditions and associa- 
tion activities. 

President Charles J. Heale, 
Harpware AGE, presided, and 
Secretary H. R. Conner, Pike 
Mfg. Co., read communications 
and the minutes of the previous 
meeting. A feature of the lat- 
ter was the detailed report of 
the February beafsteak party, 
as submitted by Charles Pin- 
cus, Stanley Works, chairman 





of the entertainment committee 

and treasurer, pro tem. The 

meeting as usual was held at 

the Hardware Club, New York 

City. 

R. F. VALENTINE BUYS 
MOLINE CO. INTEREST 


Richard F. Valentine has pur- 
chased an interest in the Moline 
Pressed Steel Co., East Moline, 
Ill. He will take complete 
charge of the sales and adver- 
tising activities of the organi- 
zation. 

Mr. Valentine was formerly 
general manager and vice-presi- 
dent, Markham Air Rifle Co. 
(King Mfg. Co.), Plymouth, 
Mich. He had also been cen- 
tral western manager for Ives 
Corp., Bridgeport, Conn., and 
is a past president of the New 
York Toy Chamber of Com- 
merce. 


L. S. SCHWABACHER DIES 
IN PORTLAND, OREGON 


Leo S. Schwabacher, presi- 
dent, Schwabacher Hardware 
Co., Portland, Ore., died re- 
cently in that city. Mr. Schwa- 
bacher was 59. His death was 
the result of acute indigestion. 





ROCK CELEBRATES 57th 
WEDDING ANNIVERSARY 


George T. Rock and Mrs. 
Rock celebrated the  fifty- 
seventh anniversary of their 
wedding on April 29. Mr. 
Rock, who is 79 years old, has 
been in the retail hardware 
business in Lake Charles, La., 
for the last 40 years, on the 
same location. 

The couple have nine sons 
and daughters, 30 grandchildren 
and eight great-grandchildren. 








JAMES BOUCHER PASSES 
IN ROCHESTER, N. Y. 


James H. Boucher, Roches- 
ter, IN. Y., a member of the 
wholesale hardware distributing 
firm of Mathews & Boucher, 
died May 1 at his home in 





JAMES H. BOUCHER 


that city at the age of 78 years. 
He was born in Williamstown, 
N. J., in 1852. 

In 1873 he went to Rochester, 
where he became a clerk in the 
old Farmer’s & Mechanics 
Bank. A_ year later Mr. 
Boucher joined Hamilton & 
Mathews, wholesale hardware 
distributors, and in 1885 he 
became a member of the firm. 
Later the firm name _ was 
changed to Mathews & Boucher. 
Until his last illness he was 
active in business. As a mem- 
ber of the National Hardware 
Association he was known to 
hardware men throughout the 
country. 

Mr. Boucher, at the time of 
his death, was first vice-presi- 
dent of the Mechanics Savings 
Bank, Rochester. He is sur- 
vived by his widow, a daughter 
and a son. 








Department Store Sales 
Declined in March 


Sales of department stores in March 
were 13 per cent smaller than in the 
corresponding month a year ago, the 
Federal Reserve Board announced re- 
cently on the basis of reports from 652 
stores in 273 cities. 

Total sales from Jan. 1 to March 31 
were 8 per cent smaller this year than 
last. 

Decreases by 


Federal Reserve dis- 


tricts in March as compared to the same 
month a year ago were: 


Boston, 13 per cent; New York, 6 per 
cent; Philadelphia, 17 per cent; Cleve- 
land 16 per cent; Richmond, 15 per 
cent; Atlanta, 17 per cent; Chicago, 21 
per cent; St. Louis, 15 per cent; Min- 
neapolis, 10 per cent; Kansas City, 12 
per cent; Dallas, 15 per cent, and San 
Francisco, 4 per cent. 

For the three-month period the de- 
creases were: 


Boston, 3 per cent; New York, 2 per 
cent; Philadelphia, 8 per cent; Cleve- 


land, 11 per cent; Richmond, 5 per cent; 
Atlanta, 12 per cent; Chicago, 14 per 
cent; St. Louis, 11 per cent; Minne- 
apolis, 9 per cent; Kansas City, 7 per 
cent; Dallas, 10 per cent, and San Fran- 
cisco, 2 per cent. 

Of selected cities, Akron showed the 
largest drop, with 28 per cent for March, 
while Detroit showed the greatest loss 
in the three months with 21 per cent. 
The smallest loss was 2 per cent for 
Los Angeles in March, while Boston 
showed a gain of 1 per cent for the three 
months, with no change in New York. 
Others had losses. 
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Blow Torches and Firepots 


Clayton & Lambert Mfg. Co., French 
Road and Madola, Detroit, Mich., offers 
the trade a new generating torch, a new 
public utility firepot, and two new flat tank 
torches. 

No. 308, quick generating torch, has a 
radically new and improved burner con- 
struction. It has two burners, the smaller 


DETROIT 





one acting as a pre-heater for the main 
burner, which directs an intense pre-heat- 
ing blast of 1800 deg. against the vapor- 
izing veins of the back burner, said to 
enable the use of the torch in about one- 
third of the usual time. Generating veins 
have interlined steel tubing, preventing 
carbonization more effectively in those pas- 
sages than if they were made of brass. 
Burner is self-cleaning by use of non- 
enlargeable orifice. For protection against 
cold or windy weather, a new type of 
windshield is part of the torch. There are 
no delicate adjustments to get out of order 


and no loose parts. 
of 


Public utility firepot No. 75 produces 
an extremely hot blast flame. A new type 
burner delivers long service without the 
need of cleaning, and it is so constructed 
as to enable the removal of burner unit 
and insertion of new one in 45 seconds. 
It is solidly constructed, with no nuts to 
rattle loose. It is regularly supplied for 
gasoline burning, but may be used success- 
fully with kerosene, with special burner 
jet, supplied at option of buyer. The ca- 
pacity is 1 gal. and the shipping weight 
of the firepot is 20 lb. 

The No. 51 and 52, flat tank gasoline 
torches, are handy types for the use of 


NO7S 
DETROIT 





repair men. These models are compact, 
and the tanks are drawn from seamless 
cartridge brass and all fittings are inter- 
locked with the tank shell. They are 
equipped with non-enlargeable gas orifice. 
No. 52 produces a large volume flame and 
has a capacity of 1 pint. Its shipping 
weight is 4% lb. Model 51 has a capac- 
ity of 1 pint and it weighs 4 lb. when 
shipped. This type produces a_ small, 
pointed flame. 


Alliance Counter Display 


Two new counter display cards are of- 
fered to the trade by The Alliance Mfg. 
Co., Alliance, Ohio, for displaying the 
Doo-Klip pruner and the Doo-Klip grass 
shear. 

Both cards are designed to display ac- 
tual samples in a minimum space. Sam- 





ples are fastened in such a manner that 
customers may remove and handle them. 
The cards are printed in two colors and 
set forth some of the main features and the 
retail price. Cards are packed in each car- 
ton containing six shears or pruners. 





Truscon Coal Chute 


A new line of coal chutes is offered to 
the trade by Truscon Steel Co., Youngs- 
town, Ohio. It is manufactured in two 
standard sizes for universal use and is neat 
and trim in appearance. 

The chute is claimed by the manufac- 
turer to be weather-tight, thief-proof and 
break-proof. It is made entirely of heavy 
gage, copper-bearing pressed steel, and is 
designed for maximum strength and mini- 
mum weight. This chute is shipped com- 
plete with positive spring latch, slotted 
hinges which hold the door open when de- 
sired, and formed lugs which act as an- 
chors for cementing in masonry openings. 
It is very easily installed. 

The smaller size has a frame measuring 
27 in. in width and 21% in. in height and 
a door opening 22 in. wide and 16 in. 
high. It is 8 in. deep and weighs 33 Ib. 
The large size chute is 12 in. deep, weighs 
39 lb. and has the same measurements as 
to width and height that are found in the 
small size. 











Monarch Water Systems 


The Monarch Engineering Co., Dayton, 
Ohio, is offering Standard Monarch Water 
Systems. The illustrated system is a com- 
plete automatic one and is entirely self- 
contained. This system is available with 
a 1/6-hp. motor, pump capacity of 265 
gal. and a pressure tank capacity of 42 gal. 
The shipping weight is 220 lb. The maxi- 
mum suction lift of the system is 22 ft. 























With this system water for light sprink- 
ling with 34-in. garden hose partially noz- 
zled down is possible, in addition to regu- 
lar use by the average family. Systems 
can be furnished with fresh water unit. 

This system is equipped with V-type 
drive belts and a new design pump pulley. 
Belt friction is reduced, giving greater 
efficiency and requiring less belt adjust- 
ment. Drive or pitch line does not vary 
through ordinary belt wear. All but two 
models are equipped with this Monarch 
snubber drive, these models being equipped 
with double belts and double groove pul- 
leys of the regular V-type. All models 
are equipped with an accurate, screw type 
adjustment and a positive locking device. 





Reliance Stainless Washers 


The Reliance Mfg. Co., Massillon, Ohio, 
has perfected a stainless steel spring 
washer. It is said to have all the quali- 
ties of a noncorrosive stainless steel, and 
a spring temper equal to that of the or- 
dinary steel lock washer. 





Steel from which these washers are 
made is drawn in the company’s own steel 
drawing mill at Massillon. It is finished 
in a Brinell of sufficient hardness to pro- 
duce the stiffness and reactive pressure 
necessary in a spring lock washer. With 
this process subsequent heating is unneces- 
sary. This concern will also furnish the 
trade with stainless steel in coils or 
straightened pieces, cut to length in various 
sizes and shapes from .022 to 5/16 in. 





Ee 
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Week's Price Average Was 
90.2 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on April 27 that wholesale 
commodity prices for the week ended 
April 26, and based on Dun’s quotations, 
averaged 90.2 per cent. 

The March average was 90.8 per cent. 
The purchasing power of the dollar was 
110.8c. on a 1926 basis of 100c. The 
March average was 110.2c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
81.7. The March average was 82.8. 

The Italian index on the revised 1926 
basis for the week ended April 19 was 
65.8. 


Prices on Wire Products 
Are Considerably Lower 


Further indication that the United 
States Steel Corporation intends to pur- 
sue a more aggressive policy in the mat- 
ter of meeting price competition from 
the independents in the future than in 
the past is indicated in the reductions 
in wire products, announced on May 2. 

These reductions, varying from $2 to 
$3 per ton and carrying plain wire to 
$2.30 per cwt., were announced by the 
American Steel & Wire Co., a subsidiary 
of the leading interest, and establish 
prices of this interest at the indepen- 
dent figures. To date this year new 
business in wire nails and plain wire 
has not had the strength which ordinarily 
characterizes this branch of the industry. 
March was a notably poor month, but 
April showed improvement and further 
betterment is expected in May. 

The new prices for steel wire are $36 
a ton for wire rods, $2.15 a hundred 
pounds for wire nails, and $2.30 a hun- 
dred pounds for plain wire, f.o.b. Pitts- 
burgh and Cleveland. At Chicago the 
base is $1 a ton above these figures, 
while at Worcester, prices are $2 a ton 
higher. 
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Hardware Demand Is 
Moderate In Character 


New York, May 7.—The current 
hardware demand is moderate in 
character, according to reports re- 
ceived from leading market centers. 
Most dealers appear to have 
adopted a conservative purchasing 
policy, as orders for the most part, 
involve minimum quantities. Un- 
seasonable weather has retarded 
consumer buying in some sections, 
while basic business conditions have 
had an adverse effect upon trade 
in other territories. 

Prevailing conditions are show- 
ing some improvement, especially in 
the South and Northwest, where 
agricultural prospects are consid- 
ered very favorable. A slight in- 
crease in construction activity has 
resulted in a somewhat better de- 
mand for builders’ hardware and 
allied lines. As a rule, sales are be- 
low last year’s level, but prospects 
for the future are brightening. 
The opinion prevails among dis- 
tributors that gradual gains will be 
made until normal volume is again 
attained early in the fall. 

Prices are showing on easier ten- 
dency in some instances, although 
most quotations retain a_ stable 
status. 

While there is room for improve- 
ment in the credit situation, collec- 
tions, in the main, are fairly satis- 
factory. 





Announcement of the reduction was 
made by J. S. Keefe, president of Steel 
and Wire, who said: 

“To conform with trade paper quota- 
tions, which represent prices being gen- 
erally made by other manufacturers, the 
American Steel and Wire Co. has re- 
vised selling prices.” 





Bank Clearings Show Decline 
In Week and Year Comparison 


Bank clearings in the United States 
for the week ended April 24, as reported 
to Bradstreet’s Journal, aggregated $9,- 
805,933,000, as against $11,615,634,000 
last week. and $11,253,987,000 in this 
week last year. There is here shown a 
decrease of 15.5 per cent from last week, 
and of 12.8 per cent from the like week 
of 1929. Canadian clearings aggregated 
$202,281,000, against $312,380,000 last 
week and $328,211,000 in this week last 
year. 


General Electric Company 
Announces Price Reduction 


The General Electric Company has an- 
nounced, effective immediately, price re- 
ductions of from 3 to 5 per cent, covering 
various standard lines of electric appa- 
ratus. These reductions were made as 
a reflection of the recent recession in the 
price of copper. 


Steel Wire Cloth Prices 
Advanced 10 Per Cent 


Leading manufacturers on May 1 ad- 
vanced prices on painted and galvanized 
wire cloth approximately 10 per cent. 
Quotations to dealers, f.o.b. factories, are 
now as follows: 

Twelve mesh, $1.80 per 100 sq. ft.; 14 
mesh, $2.15 per 100 sq. ft., and 16 mesh, 
$2.45 per 100 sq. ft. 

This advance had been expected for 
some time, as existing wholesale prices 
on painted and galvanized wire cloth 
were obviously too low under present 
manufacturer’s costs for materials and 
labor. It appears that the revised prices 
will be maintained throughout the re- 
mainder of the 1930 season, and it is 
unlikely that 1931 prices can be below 
this new level. 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 


CHIcAGo, May 6.—Electric- appliance wire has joined the copper procession 
downward. Rubber-covered wire formerly selling at $6.35 per 1000 ft. is now 
quoted at $5.65; No. 18 lamp cord is $1.75 under the former price per 1000 ft. 
of $11.25. An additional discount of 10 per cent had gone into effect the week 


before on copper rivets and burrs. 


Other hardware items of copper content 


seem likely to be affected more or less by the copper drop. Common wire nails 


are down 10c. a keg to $2.75. 


With the approach of more open weather some volume is beginning to develop 


on eaves trough, conductor pipe and ridge roll. 


Field fencing is moving well, 


fully abreast of the movement this time last year. Wire nail tonnage now being 


shipped is better than for some months past. 


Observers declare prices have 


been too low this season on poultry netting to afford a manufacturing profit; 
sales, accordingly, have been heavy. Wire cloth prices have been lower than 
for several years, and there is a growing sentiment among manufacturers in 
favor of slight advances to cover costs; orders are normally heavy. 


Lawn mowers are moving briskly again. 
Garden hose is somewhat livelier. 


for grass catchers. 


Demand is beginning to register 
Steel goods are active. 


Backward spring weather still appears to work against current volume on 


paints and oils. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. CHICAGO 


BASEBALL GOODS. 


Slugger bats, $18 per doz.; No. 8 
Champion bats, $4 per doz.; No. 11B 
bats, $7.20 per doz.; No. 4 Junior bats, 
2 per doz. Goldsmith official league 
balls, $16.50 per doz.; cork-center 
National league No. 1A balls, $12.75 
per doz.; National practice No. 65 
balls, $6 per doz.; National league 
balls, guaranteed for nine innings, 
$5.35 per doz. Goldsmith fielders’ 
gloves, oiled tanned horse hide, $2.75 
each; basemen’s mitts, professional 
models, $21.85 per doz. 


BOLTS AND NUTS. 


Large carriage bolts, cut thread, 
60 per cent discount; small carriage 
bolts, cut thread, 60 per cent dis- 


count; small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large machine bolts, cut thread, 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent dis- 
count; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. All 


discounts are from ‘‘full case” lists. 


BUILDERS’ HARDWARE. 


Steel butts, 3% x 3%, old copper 
or dull brass finish, $1.84 per doz. 
pair in case lots; less than case lots, 
$1.95 per doz. pair; steel butts, 4 x 4, 
old copper or dull brass finish, $2. 44 
per doz. pair in case lots; less than 
case lots, $2.68 per doz pair. Heavy 
steel, bevel, inside sets, $5.00 per doz. 
sets in case lots. Steel, bit-keyed 
front door sets, $1.25 per set; wrought 
brass, bit-keyed front door sets, $2.25 


per set. Cylinder front door sets, 
$5.00 per set. 
CHAIN. 


l1-in. proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 
per cent off list. 


COPPER RIVETS AND BURRS. 


Copper rivets and burrs, 40-10 per 
cent off list. 


EAVES TROUGH, CONDUCTOR 
PIPE, ETC. 


Twenty-six gage, 5-in., single-bead, 
lap joint, eaves trough, full 250-ft. 
crates, $5.40 per 100 ft.; 28-gage, $4.50 
per 100 ft.; 26-gage, 5-in., slip joint, 
single bead, eaves trough, $5.85 per 
100 ft.; 28-gage, $5 per 100-ft. Twenty- 
six-gage round corrugated, 3-in., con- 
ductor pipe, full 250-ft. crates, $5.75 
per 100 ft.; 28-gage, $4.80 per 100 ft. 
Ridge roll, plain, 29-gage, 11%4-in., full 
250-ft. crates, $3.30 per 100 ft. 


| ELECTRICAL AND RADIO GOODS. 





Merchandise. — No. 14 
rubber covered wire, $5.65 per 1000 
ft.; in less than 1000 ft. lots, $5.90; 
No. 18 lamp cords, $9.50 per 1000 ft.; 
in 1000 ft. lots, 15; \%-in. brush 
brass key sockets, 18c. each; lots of 
25, 124%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 
5c. each; dry cells, boxes of 55, 32%éc. 


Electrical 


each; less than case lots, 36c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 


Percolator, Universal 9169, $15.20. 

Radio Supplies.—Radio B batteries, 
D779 E, $1.40 each; in case lots of 5, 
$1.30; No. 770, $3 ‘each; packages of 
; No. 772, $2.06 oe: packages 
; 486, $3.20 each; pack- 
ages of 5, $2. 97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2. 06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 
199, $1.20; WX-227, $1. 50; UG- 171A, 
$1.35; X-250, 6 each; UX-245, 
$2.10 each; UX-224, $2.40 each; No. 
410, $4.80 each; 422, $2.40; 424, $1.80; 
427, $1.20; 445, $1.50; 450, $6; 480, 
$1.50; 481, $3.90. 


FENCING. 


No. 626-6-12% field fencing $26.65 
per 100 rods; No. 832-6-12%, $33.55 
per 100 rods; No. 939-6-1214, $34.95 
per 100 rods; No. 1047-6-12%, $39.30. 
Poultry fencing, No. 1635-6-14%%4, 
$35.80 per 100 rods; No. 1948-6-14%, 
$42.37 per 100 rods; No. 2158-6-141%4, 
$47.28 per 100 rods. 


FISHING TACKLE. 


Bronson Lion level winding reels, 
$1.35 each; Union level winding reels, 
No. 7225, $1.25 each; Meisselbach 
reels, assorted colors, $3 each; South 

3end _. Pa ye anti-backlash 
reels, No. $3.65 each; No. C2800 
quadruple auleipiobeg reels, $8 per 
doz. Two-piece Japanese bamboo 
eg $1.65 per doz.; three-piece, 8 to 
, $4.35 per doz.; three-piece, 10 to 

$5.15 per doz.; Heddon’s No. 
9 “Muskie” rods, $11 each; Heddon’s 
No. 6D rods, $10 each; Heddon’s No. 
2% rods, $4.80 each; Montague split- 
switch casting rods, $3.60 each. 
Gladding’s “Invincible” silk line, 18- 
Ib. test, $2.35 per 100 yds.; 24-lb. test, 
$2.75 per 100 yds.; Newton’s 
Supreme” waterproof casting 
12-lb. test, $1.35 per 100 yds.; ; 15-lb. 
test, 31.46; 18-Ib., $1.75; “Old Re- 
liable’ braided cotton line, 84-ft., 
70c. per doz.; size 4, 75c. per doz.: 
size 3, 90c. per doz. ‘‘Lucky Day” 
tackle boxes, 16-in., $3.15 each; 21-in., 
$3.65 each. 











Favorable Weather Stimulates Trade— 
Some Prices Show a Weaker Tendency 


GARDEN HOSE. 


Molded garden hose, single braid, 
5g-in., 74c. per ft.; %-in., "84 C. per 


ft.; double braid, 5 - in., 8c. per ft.; 
%-in., 9c. per ft.; red hose, 5-in., 
9c. per ft.; %-in., 10c. per ft. 


GRASS CATCHERS. 


First quality grass catchers for 12 
to 16-in. lawn mowers, $11.40 per 
doz.; for 16 to 21-in. mowers, $13.60 
per doz.; middle grade grass catchers 
for 12 to 16-in. mowers, $7.75 per 
= for 16 to 21-in. mowers, $9.25 per 
OZ. 


HANDLES, AGRICULTURAL. 


Hay and manure fork handles, 
strapped and capped, X grade, 4-ft., 
$5 per doz.; 4%4-ft., $5.50 per doz.; 


XX grade, 4-ft., $6.50 per doz.; 4%- 

, $7 per doz.; garden hoe handles, 
4144-ft., X grade, $2.75 per doz.; gar- 
den rake handles, 5%-ft., X grade, 
$3.60 per doz.; regular pattern shovel 
handles, 4% ft., X grade, $4.25 per 
doz.; regular D shovel and scoop han- 
dles, X grade, $4.90 per doz., with 
IDL top, $4.50 per doz. 


LAWN MOWERS. 


High-wheel, 5-blade, 
bearing lawn mowers, 
high-wheel, 4-blade, 
bearing lawn mowers, 
$9 each; second quality, 
quality, 9-in., 4-blade, 
lawn mowers, $6; second 
8-in., $5.75. 


NAILS AND WIRE. 


L.c.l. quantities, common wire and 
cement coated nails, $2.75 base, car- 
loads on application; steel cut nails, 
$4 base. No. 9 black annealed wire, 
$3.45 per cwt.; No. 9 a. plain 
wire, $3.90 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 
$3.75 per cwt.; polished fence staples, 
$3.55 per cwt. 


PAINTS AND OILS. 


ball- 
each; 
ball- 


16-in., 
$10.75 
16-in., 
first quality, 
$6.50; second 
ball-bearing 
quality, 


Linseed Oil, Raw. — Barrel lots, 
$1.15 per gal.; 5 barrel lots, $1.13 
per gal. 

Linseed Oil, Boiled.—Barrel lots, 
$1.19 per gal.; 5 barrel lots, $1.1 
per gal. 

Denatured Alcohol. — Barrel lots, 
68c. per gal.; steel drums, extra, $10; 
returnable. 

» Turpentine.—Drum lots, 66c. per 
gal., net. 

White Lead.—100 Ib. kegs, $14.25 
per cwt.; 50 Ib. kegs, $14.50 per 
cwt.; 25 lb. kegs, $14.50 per cwt.; 
12% lb. kegs, $14.75 per cwt. 

Shellac (4 lb. cut).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in karrel lots; second grade, 

$2.17; second grade, orange, 


white, 
1.82. 

English Venetian Red.—In barrels, 
5%4c. per lb.; in 100-lb. lots, 6%c. per 
1 


Dry Paste.—Barrel lots, 7c. 
Ib. 


POULTRY NETTING. 


Poultry netting, galvanized before, 
63% per cent a list; galve anized 
after, 60 per cent off. 


ROLLER SKATES. 


Union line: No. 5, in 
$1.35 each; No. 6, $1.45. Chicago line: 
No. 101, in 12-pair lots, $1.30 each; 
No. 103, $1.40. Winchester line: Nos. 
3831, 3832 and 1631 (junior), in 12-pair 
lots, $1.30 each. 


ROPE. 

Best pure manila rope, 20 to 22%c. 
per lb., base; No. 2 manila, 18 to 
20%c. per lb., base; best pure sisal 
rope, 15c. per Ib., base. 


WIRE CLOTH. 


Black, 12-mesh, $1.60; 
14-mesh, $2.00; galvanized, 


$2.30 


per 


12-pair lots, 


galvanized, 
16-mesh, 
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TWI N Cl TI ES: Retail Buying Is Rather Conservative— 
$Prices Are Generally Unchanged. 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, May 6.—Spring work is in full swing in the northwest tribu- 
tary to the Twin Cities. Seeding is well advanced even in the northern parts 
of the territory and is completed in the southern portions. Road contracts are 
being placed, and non-employment is decreasing as outdoor activities get under 
way for the season. 

Retail buying has been conservative, on the whole. Farmers have been buy- 
ing cautiously, with the thought in mind that the returns from butter, poultry, 
grain and sheep sales have not been very satisfactory from the angle of prices. 
Sale of agricultural implement is always a good guide, and the best results 
along this line in the Northwest have been from southern Minnesota, Wisconsin, 
Iowa, Nebraska and South Dakota. North Dakota was badly snowed in for 
the greater part of April. Tractors have not sold so well in the Northwest 
as in the corresponding period of last year, although they show a gain in Iowa. 

Another development in the Northwest is the piping of natural gas from 
Montana fields into North Dakota, with the rumor that eventually lines will 
be laid as far east as the Twin Cities. 

Retailers are buying rather cautiously for present needs and are for the 
most part taking their commitments for merchandise which they ordered last 
year, although in some instances the quantities have been shaded downward. 

Collections have been rather lighter than the average for this time of the 
year, due perhaps to the fairly large quantities of crops from last year which 
have not yet been marketed. 

Prices are steady, showing but a slight change in the discounts on brass 
screws. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ST. PAUL OR MINNEAPOLIS. 


AXES. GALVANIZED WARE. 


Single bit, base weight, unhandled Standard galvanized pails, 10-at., 
axes, $15. 006 to $16.50; ‘double bit, $2.70; 12-qt., $2.85 14-at., $3.10; stock 
20.00 to $21.50; single bit, handled, pails, 16-qt., $4.70; 18-in., | $5.50; 
19.25; double bit, handled, $24. 25 standard tubs, No. 1, $7.15; No. 2, 

1, 


onal 313.20 , Mia 40 heavy, Nis. 66 
. ° oO. ° e > oO. 
BOLTS. doz. net. 


| REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 

Best grade manila rope, 22c. Ib.; 
second grade, 18c. 1 st grade 
sisal rope, 17%c. Ib.; ‘second grade, 
1646c. lb. 


ROLLER SKATES. 


Union line, extension, web heel and 
oe straps, plain steel rolls, 75c. per 
pair. 

Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with scit-contalned ball 
bearing wheels, $1.45 

Chicago line, No. 781, $2.65; No. 
183, $2.75; No. 185, $2. 15; No. 101, 
$1.35; Nos. 193 and 105, $1. "40. 


SANDPAPER. 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 74c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 58c. lb. base; 
second grade, 3lc. lb.; third grade, 
25c. lb. base; net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 42% per cent; round 
head brass, 37% per cent from lists. 


| SCREEN DOORS AND WINDOWS. 


Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extension, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $5.35 doz., 





Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, an 
lag screws, 60 per cent from stand- 
ard lists. 


BRADS. 
Wire brads, in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER. 


Red rosin sized building paper, 
$2.52, and tarred felt $2.80 cwt., net. 


CHAIN. 


Log chain, convened, ii x 14, $1. 56; 
5/16 x 14 - ui; % x $2 89; self 
colored, % x 14, $1.40; 5/16 x 15, $1.88; 

x 14, si ie each 5; broot _ c ain: 
in., 7 in., 
$36.13: Ba rod $ 1.82, a. eity ft. 


BUILDERS’ HARDWARE. 


Steel butts, 3% x 3%, old copper 
or dull brass finish, less than case 
lots, 16%c. per pair; 4 x 4, old cop- 
per or dull brass finish, less than case 
lots, 22c. per pair. Heavy steel, bevel 
inside sets, $8.00 per doz. sets. Steel, 
bit-keyed ‘front door sets, $1.20 per 
set; wrought brass, bit-keyed front 
door sets, $2.40 per set; wrought 
brass, cylinder front door sets, $4.75 
per set. All lock sets quoted ‘in old 
copper finish. 


CORN AND POTATO PLANTERS. 


Acme corn planters, No. 306, $11.00 
doz.; acme potato planters, o. 304, 
$14. 50 doz. net. 


EAVES TROUGH, CONDUCTOR 


PIPE AND ELBOWS. 

Eaves trough, 28-ga., 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., 
$6.40; conductor pipe, 3-in., in crates, 
not nested, $5.10; 4-in., $7.15 per 100 
in. t.: elbows, 3-in., $1.73; 4-in., 
$2. 88 doz. net. 


FILES. 
First quality files, 50 per cent, and 
jobbers’ brands, 60-10 per cent from 
ist. 





GLASS AND PUTTY. 

Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
Ib. steel drums, $5.35 cwt., net. 


GRASS SHEARS. 
“Doo-Klip’” grass shears, $10.80 
doz.; ‘‘Doo-Klip’” long handle grass 
shears, $18.00 doz. net. 


ICE CREAM FREEZERS, 


Acme, 2-qt., galvanized, 75c.; 4-qt., 
e 65; White — 2: -qt., $4.13; 
8-qt., $6.75 each net. 


LAWN GOODS. 


Nelson’s Perfect Clinching hose 
couplings, $2.25 per doz.; Perfect 
Clinching hose menders, 90c. per doz. 


LAWN HOSE. 


Competition, %-in., 3-ply, 5%éc.; 
Good Luck, %-in., 6-ply, 9c.; Bull 
Dog, %-in., 7-ply, 12%c.; Manhat- 
tan Whipcord Molded, %-in., in 500- 
ft. bales, black, 7c.; red, 7%c. ft.; 
coupled in 50-ft. lengths, black, 
5g-in., $7.30; red, $7.80 per 100-ft., 
net. 


LAWN MOWERS. 
ae. weve A, 15-in., $18.00; 
17-in., $20 9-in., $22.50; 21-in., 
$25.00 each, oe 
MILK CANS. 
Railroad, wide neck, 8-gal., $2.50; 
10-gal., $2.70 each, net. 
NAILS. 


Standard wire nails and cement 
coated wire nails, $2.80 per 100-Ilb. 
keg base. 


POULTRY NETTING. 
Hexagon, 63% per cent from lists. 
PRUNERS. 


*Moo-Klip’’ pruners, $10.80 doz., 
net. 


net. 


* | SOLDER. 


Warranted half and half solder, 
26%c. lb., and strictly half and half 
solder, 27%c. 1b., in 100-lb. boxes, net. 


STEEL SHEETS. 


Galvanized steel sheets, 24-ga. 
(base), $4.65; black steel sheets, 24- 
ga, (base), $3.90. Armco galvanized 
ost sheets, 24-ga. (base), $6.45 cwt., 
net. 


TIN. 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 
8 lb., coating, IC, $14.75 box, net. 


TIRES AND TUBES. 


Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, oo 6x «6(4, 
$10.50. Mansfield double service, 29 
x 4.50, $10.68. Mansfield double ser- 
vice, 32 x 5.50, $21.74. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40. Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40. Liberty, "a 13. Tubes, 32 
x 6.00, Liberty, $1.99. 


WHEELBARROWS. 


Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% tt. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WIRE. 
Galvanized barbed cattle wire, $2.81 
| per 80-rod special galvanized barbed 
hog wire, $3.00 per 30-rod spool; No. 
(base), smooth, galvanized wire, 
$3.40 cwt., and No. 9, smooth, black 
wire, $2.95. 


WIRE CLOTH. 


Black painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1.85 


1 
per 100 sq. ft., net. 


























HARDWARE 


ATLANTA: 


AGE for May 8, 


(Atlanta office of HARDWARE AGB) 


ATLANTA, GA., May 6.—Business in general, as reported by At- 


lanta hardware jobbers, is showing improvement. 


Seasonal mer- 


chandise is moving in very nice volume at this time and with con- 

ditions rapidly improving, a good summer business is anticipated. 
The industrial and employment situation throughout this territory 

is somewhat brighter and it is believed that relief is soon in sight 


for the many unemployed in this section. 


Farmers are now in the 


midst of crop planting season and the crop outlook for the year is 


very favorable. 


Collections are reported as being only fair. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. ATLANTA. 
BOLTS AND NUTS. 


Cut thread carriage and machine 
bolts, 60 per cent off; rolled thread, 
60-10 per cent off; lag screws, 60 per 
cent off; hot and cold pressed nuts, 
50-10 per cent off; stove bolts, 75 per 
cent off. 


CLOTHES LINE (WIRE). 


50 ft., $2.00 per doz.; 75 ft., $3.00 per 


doz.; 100 ft., $4.00 per doz. 
CLOTHES PINS. 
Common, 28c. gross; spring, Tdc. 
gross. 
COTTON COLLARS. 
Per Doz. 
Banictford CoOuare ...ccccccecces $10.0! 
Lankford Jr. collars .......... 8.50 
Samson Coarse .....scsccccses 13.00 
Old Beck COURTS 2.2... c0ccees 6.50 
FLY SWATTERS. 
Kantmiss, 75c. per doz. 
FORKS. 
Per Doz. 
4 tine manure forks ......... $10.80 
5 tine manure forks ......... 12.50 
6 tine manure forks ......... 14.65 
10 TING BO0d TOPKS cco ccceses 25.95 
1Z tine #60 fTOrKS .....0..0c0 30.25 


FISHING TACKLE. 


No. 1 to 12 Kirby fish hook, $1.20 
per thousand. No. 1 to 12 Carlisle fish 
hook, $1.50 per thousand. 

BB Split shot sinkers, 30c. per doz. 
boxes; 7B Split shot sinkers, 40c. per 
doz. boxes; 5B Split shot sinkers, 60c. 
per doz. boxes. 

Steel True Temper Fishing rods, 
No. BEG, ft., $3.67 each; 3% ft., 
$3.67 each; 4 ft., $4.44 each. Steel 
—_. he Fishing rods, No. 0 
BEG, $2.57 eac 

Puhins Reis, No. 300, $24.00 doz. 
No. 2800, $9.00 doz 

White twisted cotton fish line, 20 . 
hanks, No. 1, $1.50 _— No. 4, $2.25 
gro.; No. 10, $3.75 g 
5 Eureka fish Mine, 15 “tt. hanks, No. 1, 

1.50 gro.; No. 3 

Seine twine, No. 9, oxo balls, 65c. 
per lb.; Nos. 18, 21, 24, 36, 4 0z., 60c. 
per lb. 

Trout line, No. 1 Ib. balls, 50c. Ib.; 
Nos. 1, 2, 3, 4, 10- tb. tubes, 42c. per Ib. 


FREEZERS. 


Each 
SR eS $3.30 
eR a See ee 3.85 
3 qt. a ae 4.60 
oe Se. ay a 5.60 
© Ge: Brome Maas... ccc ccccee 7.10 
Des PG TRIE. ve 00:5 06504080 9.20 
EB ae | ere 12.25 
i SS .. = aaa 13.75 
a a es 19.20 
(lame dascount--ié per cent.) 
1 qt. White Mountain......... $4.85 
2 qt. White Mountain......... 5.65 
3 qt. White Mountain......... 6.75 
4 qt. White Mountain......... 8.25 
6 qt. White Mountain......... 10.45 
8 qt. White Mountain......... 13.50 
10 qt. White Mountain......... 18.00 
12 qt. White Mountain......... 21.55 


(Less discount—50 per cent.) 





SR PONE ipo bc bee dha eee $4.00 
ae ey ererreren ree 4.60 
I NE an aks 5 Stowe wie Keele 5.55 
WM PWNS o's .5-5 gale vee ae cnnes 6.80 
Ae MES oy. oic na ncslea done sive » 8.60 
OM MS 6 aos aids oe an esaemawe 11.10 
BE Cas aves bene Sawenee 14.80 
BB Ponisi cts sc eceees ans 16.65 


Fe discount—50 per cent.) 


GALVANIZED WARE. 


No. A tubs, $4.00 per doz.; No. 0, 
$5.20 per doz.; No. 2, $7.20 per doz.: 
No. 3, $8.40 per doz. 

8 quart galvanized pails, $1.98 per 
doz.; 10 quart, $2.24 per doz.; 12 
quart, $2.46 per doz.; 14 quart, $2.76 
per doz.; 16 quart, $3.34 per doz. 

10 quart galvanized fire pails, 
round bottom, stenciled, $4.50; 
qt., $4.75 per doz. 

5 gal. garbage cans, $6.35; 
$8.75; 10 gal., $9.25 per doz. 


7 gal., 


| 
GARDEN SETS. 


No. 711 Victor, $4.50 per doz. 
GRASS HOOKS. 
Per Doz. 


Atkins Perfection Grass Hooks “wy = 
No. 1 Kelly Grass Hooks....... 

No. 4 Perfect Grass — 
No. 5 Kelly Grass Hook......... 9.00 
No. 26 Kelly Perfect Wed Cutter 8.00 


HANDLES. 


No. 1, 5 ft. goose es hoe handles, 
$2.00 per "€05., No. 1, 5 ft. goose neck 
a handles with ferrules, $2.40 per 

OZ 





No. 1 D a. —- and scoop, 
with steel D4, $4.00 doz.; No. 1 Dcot- 
ton seed fork’ with steel D cap strap 
and ferrule, $6.50 doz.; Nor 1 D_spad- 
ing fork handle with steel D cap 
=“ and ferrules, $6.00 doz.; No. 1, 

4% ft., bent shovel handles, $4. 00 per 
doz.; No. 1, 4% ft, — spade han- 
dles, $3.50 per doz.; 1, 4% ft., 
plain manure fork handies, "$2. 50 per 
doz.; No. 1, ft., with cap strap 
and ferrule, $4.00 per ae: No. 1, 
6 ft., rake handles, $3.00 per doz. 


HARDWARE CLOTH. 


Lineal 


In. Ft. Rolls Per Roll 
2x2 24 OEE eae 7.25 
2x2 30 | errs 9.05 
2x2 36 SL A re 10.85 
3x3 24 oy EE SO 7.90 
3x3 30 PS oo ct Sipe ste 9.85 
3x3 36 PR cian aocres 5 11.52 
4x4 24 a ge RE ee 8.60 
4x4 30 WES dcsace ween aor 10.75 
4x4 36 EO oie wipe oat ase 12.80 
6x6 24 NN ev iis re Wiars kera 9.18 
6x6 30 MMS sYesik- ence se ear 11.49 
6x6 36 PODS o'ns-0a 0-04 Gs 15.06 


| HOES (HANDLED). 


| 
| 


6 in. light cotton with 4% ft. han- 
dles, $6.50 per doz.; 6% in., light cot- 
ton with 4% ft. handle, $6.85 per doz.; 
7 in., light cotton with 5 ft. handle, 
$7.70 per doz.; 7% in., light cotton 
with 5 ft. handle, $8.05 per doz.; 8 in., 
light cotton with 5 ft. hand'e, $8.40 
per doz. 


1930 





Business in General Shows Improvement — 


Crop Outlook Is Considered Very Favorable 


6 in. regular cotton hoe with 4% 
ft. handle, $6.85 per doz.; 6% in., 
regular cotton hoe with 4% ft. han- 


dle, $7.25 per doz.; 7 in., regular cot- 
ton hoe with 5 ft. handle, $8.05 per 
doz.; 74% in., regular cotton hoe with 
5 ft. handle, $8.40 per doz.; in., 
regular cotton hoe with 5 ft. handle, 
$8.75 per doz. 

6% in., straight shank hoe with 4% 
ft. handle, $7.20 per doz.; 7 in., 
straight shank hoe with 5 ft. han- 
dle, $8.05 per doz.; 7% in., straight ~ 
shank hoe with 5 ft. handle, $8.40 
per doz.; 8 in., straight shank hoe 
with 5 ft. handle, $8.75 per doz.; 
7 in., black land cotton hoe with 
5 ft. handle, $7.25 per doz.; 7% in., 
black land cotton hoe with 5 ft. han- 
dle, $7.50 per doz.; 8 in., black land 
cotton hoe with 5 ft. handle, $7.95 
per doz.; 9 in., black land cotton hoe 
with 5 ft. handle, $8.65 per doz.; 10 
in., black land cotton hoe with 5 ft. 
handle, $9.35 per doz. 


LAWN GOODS. 


Garden Hose.—% in. 6 ply 50 ft. 
sections, Good Luck with connections, 
10c. ft.; 5 in. 6 ply 25 ft. sections, 
ge Luck with connections, 10%c. 

5 in. 6 ply 50 ft. sections, Leader 
tain connections, 8c. ft.; % in. 6 ply 
25 ft. sections, Leader with connec- 
tions, 8%c. ft. Nelson’s Hose Mend- 
ers, 35c. doz. 

Hose Coupling.—% in., % in., % 
in. Common, $1.25 z.; Nelson P. C. 
Hose Couplings, % in., % in. and 
% in., $2.00 doz. 

Mas Washers.—1 Ib. cartons, 50c. 


Hose Clamps.—% in. galvanized 
hose clamps, 35c. doz.; % in. galvan- 
ized hose clamps, 40c. doz. 

Lawn Mowers.—No. 200, 14 in., 4 
blade ball bearing Stearns, $6.50 each; 
No. 200, 16 in., 4 blade ball bearing 
Stearns, $6.75 each; No. 200, 18 in., 
4 blade ball bearing Stearns, $7.00 
each; No. 35, 16 in., 5 blade roller 
bearing Stearns, $12.00 each; No. 35, 
18 in., 5 blade roller bearing Stearns, 
$12.50 each; No. 35, 20 in., 5 blade 
roller bearing Stearns, $13.00 each. 

Sprinklers.—Rain King Sprinklers, 
$2.25 each; Giant Rain King Sprink- 
lers, $6.67 each. 

Shears. — Grass shears, $9.00 per 
doz.; 8 in. hedge shears, $1.50 each; 
9 in. hedge shears, $1.75 each. 

Doo-Klip Products.—Doo-Klip grass 
shears, $10.80 per doz.; Doo-Klip long 
handled grass shears, $18.00 per doz.; 
Dgo-Klip pruners, $10.80 per doz. 


PAINT. 


Wagon Paint.—Qt. 
cans, 35c. 


cans, 60c.; pint 


Varnish Stain.—Qt. cans, 65c.; pint 
cans, 38c.; % pint cans, 20c.; % pint 
cans, 15c. 

RAKES. 
Per Doz. 
12 ‘Tine DOW TAKOG ..6<005..:666:00% $8.60 
12 Tine bow rakes ... 9.00 
16 Tine bow rakes ............. 9.50 
10 Tine malleable rakes ....... 5.00 
12 Tine malleable rakes ....... 5.40 
14 Tine malleable rakes ....... 7.00 
16 Tine malleable rakes ....... 7.50 
16 Tine road rakes ......... .. 13.50 
Steel flexible brume rakes...... 7.65 
ROPE (COTTON). 
25c. to 30c. per Ib. 
SCREEN WIRE. 
Pr. Hd. 
Sq. Ft. 
Black Screen Wire Cloth....... $1.70 
Galvanized Screen Wire Cloth.. 2.15 
Bronze Screen Wire (oth 675 
SKATES. 
Chicago roller skate line, No. 181 


No. 183, $2.75: No. 185, $2.75: 
$1.35; No. 103 and 105, dite: 
15; 


$2.65; 
No. 101, 
No. 5, Union roller skates, 


No. 6, $1. 75; No. 4, $1.65; No. 130, 
$2.00; No. 1301, $2.15. 
Skate keys, 30c. per doz.; extra 


wheels, 10c. extra. 
Winchester—Boys, No. $831--Giris, 
No. 3832, $1.35; No. "W1G, $1.40 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 

PITTSBURGH, May 6.—Active business in this district has benefited some 
by warmer weather in the last week, and seasonable goods are moving fairly 
well, if hardly up to the level of the corresponding period last year. The past 
month, which started off rather well, slumped off some in the last two weeks but 
was ahead of March with most of the local jobbers, and compared favorably 
with April of 1929. Retailers in the district now are generally stocked with 
Spring goods, and the trend of business during the next few weeks will depend 
largely on activity in re-orders. If retailers are able to move their present 
stocks in normal volume, jobbers’ business may keep up fairly well during May 
and June. Staple articles are in steady demand, and farm garden and lawn 
goods, fertilizer, house cleaning supplies, roller skates and screen wire cloth are 
active. Builders’ hardware has failed to show much life. 

Price changes are of a minor character, although screen wire cloth has been 
advanced, and reductions are soon to be announced on copper and brass goods 
which have not yet been affected by the decline in the primary market on cop- 
per. A decline in malleable fittings is also in prospect. Nails and other mer- 
chant wire goods are slightly more stable in price, and irregularities have largely 
disappeared on bolts and nuts. Collections are still a source of concern to job- 
bers as well as retailers, and may be rather slow for the remainder of the year. 

Steel mill operations in this district are holding their own, although produc- 
tion schedules in the finishing departments are irregular and competition for 
new business is keen. The average for finishing mills in general is about 70 
per cent of capacity, while open-hearth furnaces are running at 75 to 80 per 
cent. One independent steel company recently placed its second blast furnace in 
operation. Light demand and urgency to maintain steady rolling schedules 
have further weakened the price structure, and quotations on the principal lines 
of finished steel products are more or less nominal. In the last few weeks sales 
have been made at lower prices than have figured in several years, and the 
unfavorable first quarter earning statements of the smaller companies have 
apparently done nothing to strengthen the situation. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. PITTSBURGH. 


AUTOMOBILE TIRES AND TUBES. 


Mansfield tires, 4-ply a type, 
29 x 4.40, $6.50; tubes, $1.31; x 4.50, 
$7.25; tubes, $1.39; 39 x iis, 5 39: 


FARM, GARDEN AND LAWN GOODS 


Garden Hose.—250 to 500 ft. coils, 
¥% in., 7%c. to 9c. per ft.; 5% in., 8c. 
to 10%c.; % in., 9c. to 12%c.; in 50 ft. 
lengths coupled, %c. per ft. higher; 


tubes, $1.46; 29 x 5.00, $8.66; é 
$1.50; 30 x 5.00, $8.94; tubes, $1.54; nozzles, Gem, $5.50 per doz.; Dia- 
31 x 5.00, $9.33; tubes, $1. 58; 32 x 5.00, mond, $4.50 per doz.; Nelson Spray, 
$10.32; tubes, $1. 65; 28 x 5.25, $9.73; $4 per doz.; Giant, $3.25 per doz.; 
tubes, $1.58; 30 x 5.25, $10.43; tubes, reels, $1 to $4 each; Perfect hose 


Sherman hose 


couplings, $2 per doz.; 
Perfect hose 


$10.75; tubes, $1.76; 
couplings, $1.40 per doz.; 


$1.73; 31 x 5.25, 


29 x 5.50, $11. 10; tubes, $1.9 

Same, 6- ply, 30 x 5. 50, $14. 06: tubes, menders, 80c. per doz.; hose nipples, 
$2.03; 30 x 6.00, $14.14; —_—s. $1.95; $2.40 per doz.; hose adapters, $2.25 
31 x 6.00, $14.57; tubes, $1.99; 32 x per doz. 


6.00, $14.84; 32 vie 6.00, Shears. — Doo-Klip grass_ shears, 


tubes, $2.06; 
$15.36; tubes, $2.18. 


BOLTS, NUTS AND RIVETS. 


Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 
tte Nuts. —All 

: 
Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinners riv- 
ets, 60 per cent off list. 


styles, 50 per cent off 


BRASS SCREWS. 


Flat head screws are now quoted 
at 42% per cent off list, and round 
heads at 37% per cent, subject to the 
usual extras. 


BUILDERS’ HARDWARE. 


Plated butts, antique copper or 
brushed brass finish, 3 x 3 in., 17c. 
per pr.; 3% x 3% in., 17%c. per pr.; 
4x 4 in., 23c. per pr. 

Inside Lock Sets.—Heavy bevel de- 
sign, steel, $4.50 per doz.; bronze 
metal, $18.60 per doz. 

Front Door Sets to Match.—Steel, 
$1.40 per set; bronze metal, $2.60 per 


set. 
Handles to Match.— 


Store Door 
Steel, $3.00 per set; bronze metal, 


$6.00 per set; cylinder = 00 per set. 
Night latches, No. 4287, 

doz.; 

= 25 per doz. ; 
doz. 


$10 per 
No. 26, $5 per “doz.; ; No. 042R 
No. 42, $12.50 per 





$10.80 per doz.; Doo-Klip long han- 
dled grass shears, $18 per doz 

Pruners.*~-Doo-Klip pruners, $10.80 
per doz. 

Sprinklers.—Crown lawn sprinklers, 
$7 per doz.; Crescent lawn sprinklers, 
$6.50 per doz. 

Sprinkling Cans. — Galvanized 
sprinkling cans, 4- ~at., $5.75; 6-qt., 
$6.50; 8-qt., $7.50; 10-qt., $8.40. All 
prices per doz. 

Manure Forks.—Long handle, first 
quality, $15.24 per doz.; second 
quality, $13.68 per doz.; third qual- 
ity, $11.25 per doz. 

Spading Forks.—No. 84, $10.80 per 
doz.; No. 72, $14.28 per doz. 

Field Hoes.—Riveted blade, $5.16 
per doz.; socket blade, first quality, 
$10 per doz.; second quality, $9.50 
per doz. 

Weeding Hoes.—One prong, $4.32 
per doz.; two prong, $4.80 per doz.; 
rn prong extra quality, $6.50 per 

OZ. 


Garden Mattocks.—$9 per doz. 


Cultivators. — Invincible, three 
prong, § $6.75 per doz.; five prong, $9.60 
per 


Steel Garden Rakes.—14- on. $5.65 
per doz.; 16-tooth, $6.15 per doz. 

Perfection Garden Rakes.—14-tooth, 
$8.75 per doz.; 16-tooth, $9.25 per doz. 

Bamboo Lawn Rakes. — Common, 
= per doz.; extra quality, $6 per 
oz. 

Garden Cultivators. — Standard, 
$5.50 each; Perfect, $6 each. 

Hay Carriers.—Reversible type, $7 


Warmer Weather Stimulates Activity 
Price Changes Are Inconsequential 


each; Double Angle Track for same, 
$17. 25 per 100 ft. 

Hay Forks.—Double harpoon type, 
$1.75 each; single harpoon, $3.50 each. 


FERTILIZER. 


Old gardener, assortment No. 1, 
$98.16; assortment No. 2, $59.95; as- 
sortment No. 3, $28.73. 

Koppers Velvet Lawn fertilizer, 
33% per cent off retailers’ selling fig- 
ures. 

Loma fertilizer, per case of 24 1-lb. 
cans, $3.60; per case of 12 5-lb. cans, 
$5.04; per case of 10 10-lb. bags, $7. 


| HOUSE CLEANING SUPPLIES. 











Water Softeners. — Desolvo, 12 oz. 
pkeg., $2 doz.; 1 lb. pkg., $3 per doz. 
Mops.—O’Cedar, 3314 per cent off 
list; cotton, “— grade, No. 12, $4.50 
_ doz.; No $6; No. 30, $10; No 
$13. 50. ieee grade, No. n2 
30. "15; No. 20, $4.50; No. 30, $6.75; 
36, $8. 40; No. 10 Betty Bright ae 
wringing mop, $8 per doz.; No. 20 
Betty Bright mop cloth, $4 per doz. 

Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., $6; 14 x 18 in., 
$7.50; 15 x 20 in., $9.30. 

Waxes.—Johnson paste wax, 1-Ib. 
cans, 85c.; 2-lb. cans, $1.70; 4-lIb. 
cans, $3; 8-Ib. cans, $6; Old English, 
1-Ib. cans, 85c.; 2-lb. cans, $1.70: 
4-lb. cans, $3; liquid wax, Johnson 
pints, 75c.: quarts, $1.40; Old English 
pints, 75c.; quarts, $1.40. Dealers’ 
discounts, 33% per cent. 

Sponges. — According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Fall Cleaners.— Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. cans; Perfection paint 
cleaner, $3.25 per doz. 

Step Ladders.—Standard full rodded 
a 28c. per ft.; extra, 40c. per 
t 


Floor Polishers.—Universal electric, 


$20.65 each, net; hand, $3.75 each; 
Old English, $2.60 each. 
Carpet Beaters. —- Justrite, $1.10 
doz.; No. 4, $1.20. 
INSECTICIDES. 


Paris a —1-lb. paper, 38c. each; 
kegs, $27.5 

aaa Mixture. — 1-lb. paper, 
26c. each; 100 Ib. kegs, $14. 

Arsenate of Lead.—1-lb. paper, 24c. 
each; 100 lb. keg, $15. 


ORNAMENTAL FENCE. 


Ornamental Fence.—Style, LX, 36 
ae $6.40 per 100 ft.; 42 in., $7.20 per 


ft. 
Style F, 36 in., oy 80 per 100 ft.; 
in., $9.60 per 106 f 
Single Walk a4 —36 in. x 8 - 
$2.50; 42 in. x 3 ft., $2.60; 48 in. x 
ft., $2.70; all prices each. 


PAINTING SUPPLIES. 


Ready mixed paints, best ades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 14%4c. per Ib. in 
100-Ib. lots; 10 per cent less in lots of 
500 lb. or more and extra 4 per cent 
less on lots of a ton or more; turpen- 
tine, 64c. per gal. in barrel lots; raw 
— oil, 16c. per Ib., in barrel 
ots. 


POULTRY SUPPLIES. 


Incubators.—No. 1, $21 each; No. 2, 
$24.50; No. 3, $22.55: No. 4, $38.50; No. 
9g $15.75; No. 17E, $21; all prices 
ne 


Brooders.—No. 117, $10.33 each; No. 


118, $12.95; at 119, $15.75; No. 80, 
$12.25; No $12.95; No. 161, $18.55: 
No. 102, ay ab. all prices net. 


Fountains, etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 
each. 

Glass Substitutes.—In 100-ft. rolls, 
10%4c. per sq. ft. to the trade. 
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PITTSBURGH MARKET REPORT (Continued) 


ROLLER SKATES. rg + gl $6.50 per gross; quart, 
—— penrteers Co. line, No. 2, silat 
c. per pr.; No. 3, 75c. per pr.; No. 
10, $1.05 per pr.; Nos. 4 ‘and‘s,'$140 | SCREEN WIRE CLOTH. 
per pr.; No. 6, $1.55 per pr. Black wire cloth, No. 12 mesh, 
Winslow liné, No. 38%, $1.40 per $1.65 per 100 sq. ft. Galvanized, 12 
ES SS aa aa eo mesh, $1.80. Bronze cloth, 14 mesh, 
Ww inchester re No. 3831, $1.35 per eo noe ee oe 
pr.; No. 3832, $1.30 per pr. 
— line, No. 103, child’s skates, WIRE PRODUCTS. 
7c, per pr. Fence Wire 
a a ee 101, $1.33; Nos. per 100 Ib. Annealed Galvanized 
ne No. 6 to 9 gage....... $2.75 $3.20 
ROOFING PAPER. a 285 #30 
Battle Axe. — Light, 95c.; medium, NO. 12... seers eee 2. : 
$1.15; heavy, $1.35 per roll. NO. 13... eee eee eee eee 3.00 3.55 
ncnbe— Light, $1; medium, $1.30; _ Me cece eccecceecens be oH 
avy, $1.65 ; oe Se eae .d is 
ee ee, ee We ince sc cscs, Oe 4.25 
ROOT BEER BOTTLES Barbed ala (per 80-rod —, - 
: Bae COTES vc ccc sce scncseees 62 
Root beer bottles with lightning SORE TO ov ccccccecccvassaneun 3.03 








EINES MUIR a ie.0 a0 wis 6:00 s:0 b 008 See LES 
BVOC CHEUIO: cocks tccse cies cece Oe 
2-point cattle (special) ......... 2.02 

Field Woven Wire Fence (per 100 


rod): 





No. 14% gage: 
Poultry and rabbit mesh: 


WO RTM os oe os ehein bate aeiad Kaede ae $38.25 

WOE, CRUE Dacvloscatiusaina tenons uae 47.00 

ING CORO skids dad deswwws Cenlssees eee 

AWE Uo se vdensbinnnewmeo wma. 63.00 
Steel Fence Posts: 


Galvanized Painted 
Tubular Angle Steel 


MS | RRA eee G0c. each .....c00- 
6% ft. ...........55¢c. each 38c. each 
Wa Pee hakccie eee 65c. each 40c. each 
FOR. £ésninee Kos cncnaesue 45c. each 

Bright nails, base, per keg, $2.50. 





E\W. YORK Current Business Is Below Normal 
N v4 Gradual Improvement Is Expected 


NEW YoRK, May 6.—Metropolitan wholesalers are rather disap- 
pointed in the current volume of business. While seasonable mer- 
chandise is moving briskly, most orders are unusually small. As a 
consequence, sales totals are below last year’s. Retailers in some in- 
stances report business considerably under the corresponding pe- 
riod of 1929. However, the feeling prevails that conditions will 
show a gradual improvement until normal volume is again attained, 
probably by the first of October. 

Adverse general conditions during the first quarter offered an ob- 
stacle difficult for most wholesalers and dealers to overcome. Re- 
cently trade has shown some betterment and with continued favor- 
able weather, business should show further improvement. 

Sharp declines for the month of March from the same month last 
year in wholesale, chain store and department store sales are re- 
ported by the Federal Reserve Bank of New York. The declines 
were larger than those of February and January. 

March sales of wholesale dealers in this district averaged about 
15 per cent below a year ago, a considerably larger decline than in 
January or February. 

Wholesale hardware sales were among those showing substantial 
declines, and hardware stocks were smaller than the year previous. 

Recent price revisions have been of a minor character. Manufac- 
turers of screen wire have announced higher prices on painted and 
galvanized screening. 

As a whole, the credit situation is fairly satisfactory, although 
collections are slow in scattered instances. 


PRICES QUOTED HEREWITH ARE JOBBERSY’ QUOTATIONS TO 
RETAILERS, F.0O.B. NEW YORK. 
BUILDERS’ HARDWARE. or more in one shipment, $1.90 per 


set. 





Pg we an Sets. —In less 
an case lots, $4. per doz. In case- 
lots, SL eer’ don. BUTTS, WROUGHT STEEL. 

Glass’ Knob Sets, Steel Trim.—In 3% x 3%, in less than case lots, 
less than case lots, $7.35 per doz. 17%c. per pair. One case lots, 16c. 
In case lots, $7.00 per doz. per pair. Three case lots in one 

Steel Front Door Sets, Bit Key.— shipment, 15c. per pair. 
35c. per set. : 4 x 4, in less than case lots, 25c. 

Bronze Front Door Sets, Bit Key.— per pair. One case lots, 23%c. per 
$2.60 per set. pair. Two cases in one shipment, 

Bronze — Front Door Sets.— 22c. per pair. 
$5.25 per set 

 Saaiagead Vestibule Sets.—$5.00 per CARPET SWEEPERS. 
se 

Stee! Store Door Handles, Bit Bissell’s, Standard, $3.00. Universal, 
Key.—$2.35 per set. japanned, $3.50; nickel, $3.83. Prin- 

Bronze Cylinder Store Door Han- cess, $4.16%. American Queen, $4.50. 
dles.—$7.25 per set. Grand Rapids, japanned, $3.67; 

Garage Sets.—No. 1775J and No. nickel, $4.00; colors, $3.67; Elite, 
1776J in less than case lots, $2.40 $5.00. “Sterling” Carpet Sweepers, 





per set. One case lots, $2.10; 24 sets $2.25 each. 


FLOOR WAX PRODUCTS. 


Powdered Wax.—4 02z., 23'4c.; 8 02., 
3316c.; 16 0z., 663gc.; 5 Ib., $2.66%% 
per package. 

Prepared Paste Wax. — 2% 0z., 
16%c.; % Ib., 33%c.; 1 Ib., 56%c 3 


Ib., $1.06%; 4. Ib., $3.00; 8 lb., $3.73 %. 
Prepared Liquid Wax. — } %  pt., 
33%c.; 1 pt., 50c.; 1 qt., 99%c.; 1% 
gal., $1. 60; 1 ‘gal., $2. 6634 

Floor Polishing Outfits. — Includes 
quart bottle of liquid wax, one wax 
mop, one weighted floor brush and 
instructions, $3.75. Fi 
Weighted Floor Brushes. 15 Ib., 
$3.75; 25 Ib., $5.25. 


GALVANIZED WARE. 


Garbage Cans.—Galvanized, 3 gal., 
3714c. each; 3% gal., 444%c. each; 4% 
gal., 58l4c. each; 615 gal., 78c. each; 
8% gal., 89c. each; 9 gal., $1.00 each. 

Wash Tubs. —No. 0, B0c.; 
61c.; No. 2, 68%4c.; No. 3, 80c. each. 

Watering Pots. —4 qat., 52: % C. 6 qt., 
5814c.; 8-qt., 66c.; 10-qt., 74c. -'12-qt., 
90c. each. 

Standard Pails. — 8-qt., $2.40 per 
doz.; 10-qt., $2.67 per doz.; 12- qt., 
$2.94 per doz.; 14-qt., $3.24 per doz.; 
16-qt., $3.93 per doz. 

Refrigerator Pans. — Small, 38c.; 
medium, 42c.; large, 55c. each. 

Oil Cans. —1-gal., 28%c.; 2-gal., 
41%c.; 3-gal., 55%6c.; 5-gal. spout 
type, 674c.; 5-gal. faucet type, 81c. 
each. 


GLASS SUBSTITUTES. 


36 in. wide, °100-ft. rolls, $30.28 
each: 36 in. wide, 50-ft. rolls, $15.19 
each: 36 in, wide, 25-ft. rolls, $7.60 
each. 


GARDEN TOOLS. 


Garden Barrows.—$3.85, $5.15, $6.00, 
$6.25, $6.75 and $7.00 each, according 
“to size and quality. 

Garden Hoes.—$6.21, $9.99, $10.26, 
$10.53, $10.80, $11.20 and $11. 34 per 
dzoen, according to quality and size. 

Garden Rakes. — Black finish, 8 
teeth, $5.27 doz.; 10 teeth, $5.40 doz. ; 
12 teeth, $5.81 ‘doz.; 14 teeth, $6.35 
doz.; 16 teeth, $6.89 doz. Garden 
rakes, painted heads, 12 teeth, $9.72 
doz.; 14 teeth, $10,53 doz.; 16 teeth, 
$11.07 doz. Garden rakes, polished, 
10 teeth, $11.07 doz.; 12 teeth, $11.88 
doz.; 14 teeth, $12. 69 doz.; 16 teeth, 
$13. 50 doz.; 18 teeth, $14.85 doz. Gar- 
den rakes, steel bow, heavy pattern, 
curved teeth, 12 teeth, $11.88 doz.; 
14 teeth, $12.83 doz.; 16 teeth, $13. 17 
doz.; light pattern, straight teeth, 14 
teeth, $12.15 doz.; 16 teeth, $13.10 
doz. 

Spading Forks.—Competitive qual- 
ity, 90c. each. Other types from 
$12.15 to $27.40 per doz. 

Garden Sets.— Prices range from 
$1.20 per doz. sets to $27.46. 














64 


HARDWARE AGE for May 8, 1930 





NEW YORK MARKET REPORT (Continued) 


GRASS AND PRUNING SHEARS. 


“Doo-Klip’” grass shears, $10.80 
per doz.; “Doo-Klip’” long handled 
grass shears, $18.00 per doz.; ‘‘Doo- 
Klip’’ Pruner, $10.80 per doz. Com- 
petitive grass shears, 5% in. blades, 
25c. each. Good quality, 5% in. 
blade, grass shears, 75c. each. High 
grade grass shears, 7 in. blades, $1.00 
each. Competitive pruning shears, 
25c. each. Other pruning shears, 64c., 
Hi $1.05, $1.15, $1.20, $1.66, $1.83 and 

50. 


LAWN GOODS. 


“Whirling Fairy” sprinklers, No. 17, 
$1.10 each. Ring lawn _ sprinkler, 8 
in., $6.80 per doz. “Peoria” hose 
nozzles, $4.35 per doz. ‘Rain King’’ 
hose nozzles, $1.00 each. Brass hose 
clamps, % in., % in., or % in., $4.50 
per gross. Steel hose clamps, % in., 
or % in., $3.24 per gross; 1 in., $6.48 
per gross. Clinching hose menders, 
% in., % in., or % in., 85c. per doz. 
Hose ‘couplings, % in., & in., or % 
in., $1.47 per doz. Clinching hose 
couplings, % in., or % in., $2.00 per 
doz. Rubber hose washers, 50c. per 
— “Justrite’ nozzles, $4.00 per 
oz. 


LAWN ROLLERS. 


Plain bearing, 14 in. diam., 24 in. 
length, $8.55 each; 18 in. diam., 24 in. 
length, $10.15 each. Roller bearing, 
24 in. diam., 24 in. length, $14.60 
each; 24 in. diam., 32 in. length, 
$16.50 each. 


LAWN TOOLS. 


Wood lawn rakes, 18 teeth, $5.76 
doz.; 22 teeth, $7. 26 doz.; 24 teeth, 
$9.55 and $9. 75 doz. Bamboo lawn 
rakes, 18 in., $6 doz.; 24 in., $10 doz.; 
30 in., $14 doz. Steel broom rakes, 
68%4c. each. “Lawn Comb” lawn 
rakes, 18 in., $8.00 per doz.; 24 in., 
$11.50 per doz. Wire lawn rakes, 20 
teeth, 60c. each; 24 teeth, 82%%c. each. 

Grass Hooks.—Competitive, $3, $4, 
$5 and $5.25 per doz. English grass 
hooks, $7.20 and $7.80 per doz. ‘‘Little 
Giant,” $5.40 per doz. 


LINSEED OIL. 


Linseed oil, raw, per pound: Single 
barrels, 15c.; 5 barrels or more, 
14.6c.; carload lots, 14.2c.; tank cars, 
13.4c. Prices apply to the Metro- 
politan area and include truck de- 
livery of small lots to store door 
within prescribed limits. Tank car 
prices include delivery within a stip- 
ulated zone. Boiled linseed oil is 
quoted at 4c. per pound additional. 


NAILS. 


Wire nails, Standard New York 
Stock extras apply to the fo'lowing 
base prices: Delivered lots in small 
quantities are being quoted at $3.10 
per keg. Special concessions are be- 
ing granted at lower figures, in some 
instances, due to a highly competi- 
tive situation. e 


ROLLER SKATES. 


Roller skates, Union line, extension 
web heel.gnd toe straps, plain steel 
rolls, 72¢.. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.52 per pair. 

Roller skates accessories: Keys, 
2l%c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 100 axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding 
bolts, 65c. per 100; and toe clamps, 
12c. per pair. 

Chieftain line, No. 400; for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 84c. per pair. 





Chicago line, No. 181, ae: No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1. 45; and Nos. 103 and 105, $1.55 per 
pair. 

Winchester line, No. 3831 or No. 
3832, $1.35 per pair. 


SASH CORD. 


“Aetna” No. 7, less than bale lots, 
28c. lb.; bale lots, 26%4c |b.; mill ship- 
ments, pale lots, 25%c. Ib.; “Aetna” 
No. 8, less than bale lots, 27c* Ib.; 
bale lots, 25%c. ib.; mill shipments, 
bale lots, 24%c. lb. ‘‘Phoenix,’’ No. 
7, less than bale lots, 41c. lb.; bale 
lots, 40c. 1lb.; mill shipments, bale 
lots, 39c. lb. ‘“‘Phoenix,’’ No. 8, less 
than bale lots, 40c. lb.; bale lots, 39c. 
lb.; mill shipments, bale lots, 38c. Ib. 
“Spot,” No. 7, less than bale lots, 
61c. lb.; bale lots, 60c. Ib.; No. 8, less 
than bale lots, 60c. lb.; bale lots,:59c. 
lb. “‘Sachem,’”’ No. 8, less than bale 
lots, 33c. lb.; bale lots, 32c. Ib. 


SCREWS. 


Wood screws, flat head, bright 
iron, 45; round head, blued, 45; round 
head, iron, nickel plated, 25; flat 
head, galvanized, 25; flat head, brass, 
4214; round head, brass, 37%. These 
base discounts apply to April 22, 1930, 
standard screw lists. Full package 
lots take an extra 5 per cent. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-71% per cent discount. 


WHITE LEAD. 


White lead in oil, 100 lb. kegs, 
13% c.; 25 and 50 Ib. kegs, 14c.; 12% 
lb. kegs, 14%4c.; 5 Ib. cans, 16%c.; 
1 Ib. cans, 18%c. Quantity orders are 
subject to additional discounts. 


WIRE CLOTH. 


First quality, black, 16 mesh, $2.30; 
first quality, galvanized, 16 mesh, 
$2.40; competitive quality, galvanized, 
16 mesh, $2.35; first quality, bronze, 
14 mesh, $5.60; competitive quality, 
bronze, 14 mesh, $5.50; first quality, 
copper, 16 mesh, $5.30. 

Prices are quoted for 100 sq. ft., 
f.o.b. dealer’s store and apply to 
orders of less than 20 rolls. Quota- 
tions are lower on quantity orders. 


WINDOW SCREEN 
DOORS. 





Diamond E, eeereemns. 14 mesh 
wire, No. 01, $3.20; No. 1, $6.40; No. 
S Raa” No. 4, $9.60; ‘No. 6, $10.40; 

7, $12.40; No. 8, $12. 40. All prices 
a net per "doz. 

Diamond E, bronze, 16 mesh _ wire, 
No. 11, $10.40; No. 13, $12.40; No. 14, 
$13.60; 7. x $14.40; No. 17, $16.40; 
No. 18, $16 

pendnacnig galvanized, 12 mesh 
window screens, window screen 
frames, list prices: No. 1533G, $7.90 
doz.; No. 1824G, $8.20 doz.; No. 1833G, 
$8.70 doz.; . No. 2433G, $10.20 doz. ; 
No. 2437G,~ $10.70 doz.; No. 2837G, 
$12.70 doz.; No. 30387G, $14.00 doz.; 
No. 3045G, $15.75 doz.; No. M3636, 
$9.35 doz.; No. M3684, $17.00 doz. 

Continental screen doors, list prices: 
No. 241, 2,6x6-6, $2.85; 2,8x8-8, $3.00; 
2,8x6-10, $3.00; 2,8x7, $3.05; 2,10x6-10, 
$3.15; 3x6-8, 2,10x7, $3.20; 3x7, $3.30 
each. No. 281, 2,6x6-6, $3.02; 2,8x8-8, 
$3.15; 2,8x6-10, $38.20; 2,8x7, $3.23; 
2,10x6-10, $3.30; 8x6-8, 2,10x7, $3.35; 
8x7, $3.47 each. No. 288, 2,6x6-6, 
$3.52; 2,8x8-8, $3.68; 2,8x6-10, $3.75; 
2,8x7, $3.78; 2,10x6-10, $3.90; 3x6-8, 
2,10x7, $3.95: 3x7, $4.05 each. No. 
288G12, 2,6x6-6, $3.57; 2,8x8, $3.78; 
2,8x6-10, $3.83; 2,8x7, $3.88; 2,10x6-10, 
$3.93; 3x6-8, 2.10x7, $4.05; 3x7, $4.15 
each. No. 313, 2,6x6-6, $3.83; 2,8x8-8, 
$4.01; 2,8x6-10, $4.10; 2,8x7, $4.15; 
2,10x6-10, $4.25; 3x6-8, 2,10x7, $4.30; 
3x7, $4.40 each. No. 314, 2,6x6-6, 
$4.07; 2,8x8-8, $4.15; 2,8x6-10, $4.20; 
2,8x7, $4.28; 2,10x610, $4.40; 3x6-8, 
2,10x7, $4.45; 3x7, $4.57 each. No. 
457G12, 2,6x6-6, $3.30; 2,8x8-8, $3.52; 
2,8x6-10, $3.57; 2,8x7, $3.62; 2,10x6-10, 
$3.73; 3x6-8, 2,10x7, $3.78; 3x7, $3.90 
each. No. 545G14, 2,6x6-6, $6.30; 
2,8x8-8, $6.45; 2,8x6-10, $6.55; 2,8x7, 
$6.67; 2,10x6-10, $6.67; 3x6-8, 2,10x7, 
$6.88; 3x7, $7.05 each. No. 555G14, 
2,6x6-6, $7.50; 2,8x8-8, $7.70; 2,8x6-10, 
$7.82; 2,8x7, $7.98; 2,10x6-10, $8.10; 
3x6-8, 2, 10x7, $8.20; 3x7, $4.40 each. 
For screen doors in other than reg- 
ular packing add $2.00 per dozen. 
Above prices on Continental win- 
dow screens and screen doors are 
subject to a dealer’s discount of 50 
per cent. 


rYALE 


LOCKS 


AUXILIARY RIM 


Dout 


YALE 


) | 
iful Locks 


AUXILIARY RIM LOCKS 





Display material for this window is available for dealers from The Yale & Towne 


Manufacturing Company, Stamford, Conn. 


Reading matter continued on page 66 
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he Buitder and Contractor 





the Architect and Home Owner 


the RReat Estate Devetoper. os 

 aepeeeeeainintiemaaaeeanianeeia 
that a building “‘Segalocked 
against Burglary has added Value”! 


When you sell Segal lock-sets you sell more than a mechanism 

of quality construction, more than attractive hardware... . 

you sell an IDEA. That idea is burglar-proof protection 

..» “Segalocked Buildings.” That idea does not stop with 

es: Dia ein ak an ain Hille On your sale. It gathers momentum; it helps the architect, 
problem of decorative hardware and builder and contractor plan buildings with greater security 

burglar-proof security. e 
: . .. whether they be hotels, factories or apartments. 


It gives the real estate developer and salesman an extra 
equipment feature that speeds the rental of apartments and 
the sale of homes. 


This idea means more profit to you. It puts Segal locks above 
price-cutting competition. Your sale is made on merit that 
commands a profit. Alert hardware merchants everywhere 
use Segal locks as business getting leaders for their entire 
line of builders’ hardware. 





If you are interested ... investigate! Write us now! 


SEGAL LOCK and HARDWARE COMPANY, INC. 
12 Warren St., New York, N. Y. 


SEGAL 


Burglar Proof LOCKS 
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(Boston office of HARDWARE AGE) 


Boston, May 6.—Retail hardware sales continue to show improvement, but 
the increase is small as compared with a week ago, and business is still back- 
ward. Jobbers’ bookings, therefore, continue to fall behind those of a year 
ago, although such houses appear busy because they are securing a, lot of 
orders. The orders, however, are skimpy, consequently the volume of mer- 
chandise shipped out of stock weekly is comparatively small. Goods which 
at the moment are perhaps selling better than others include screens and 
doors, flashlight assortments, screen door hinges, weed pullers, moth exter- 
minators, rakes, vacuum cleaners and plant sticks. People opening summer 
camps, and finding padlocks necessary, are buying. Doll carriages and toy 
cannons have a good call. Tennis rackets, toy boats and kitchen goods are 
beginning to engage the attention of the retailer, and dealers are nibbling at 
electric fans, while some are placing orders on stove pipe for fall delivery. 

May opened with more seasonable weather, which if it continues will make 
a big difference in the hardware business, according to the trade. One of 
the most live-wire Boston retail firms, however, says there is something more 
than weather back of the current business apathy. In its case, at least, buying 
from wholesale and manufacturing concerns is held to a minimum because the 
newspapers are filled with almost daily reports of raw material prices making 
new low levels, and it is felt that there must be a readjustment of manufactured 
goods values sooner or later. The public, says this retail firm, has caught on, 
because prospective customer after prospective customer comes into the store, 
prices merchandise, finds it is no cheaper, and goes out without buying. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


AUTOMOBILE ACCESSORIES. Flash, No. 55, $8; Freight, No. 257, 


$8; Motor, No. 135, $4; Tugboat, 


Tires.—Competitive, clincher, extra 
heavy, straight side, 30 x 3%, $5.60 
each, list; 31 x 4, $9.40; 32 x 4, $10.10. 
Discount 12% and 10 per ceitt. 

Tires.—Mansfield line heavy duty 
cord, clincher, 30 x 3%, at 
9 straight side, 30 x 3%, 

4, $12; yg EF $12.80; 32 x 4 ; 

ie, x 4%, $17. 33 x 4%, $18; 34 x 

$18.60; Ny . 5, $23. 50. Discount 
ish and 10 per cent. 

Tires.—Mansfield line, truck, 8-ply 
cord, 32 x 4%, $23.70 each, list; 33 x 
4%, $24.55; 30 x 5, $28.40: 
$33.70; 35 x 5, 
$47.15; 36 x 6, 
12-ply, 36 x 8, $54: ‘85: 40 x 8, $101. 80. 
Discount 30 per cent. 

Tires.—Mansfield line, balloon, 4.40- 


19, $7.80 each, list; 4.50-20, $8.85; 

00-19, $11; 5 "2 -18, $12.35; 5.25-20 

$13.25; 5.50-19, $14.10; heavy duty 

6-ply, 4.40-21, $11.50; 5.25-21, $16.35; 
5; 


6.50-19, $22.30; 7.30-20, 
$34.50. Discount 12% and 10 per cent. 

Tires. — Mansfield line, balloon, 
double service, 4.50-21, : 
list; 5.25-21, $25.45; 6.50-18, 
6.50-20, $34.50; 6.50-21, $36.15. 
count 30 and 10 per cent. 

Wash Cloths.—Kozak dry wash 
cloths, 2 doz. to case, with display 
stand, in less than case lots, $24 a 
case list. Discount 33% per cent. 
In case lots, discount 40 per cent. 


Tire Chains. —30 x 3%, $4. 4 a Ae 


Dis- 


; 31 x 4.40, 


x 43 
§.25, $6.75; 29 x 5.25, $6.75; 30 x 5.25, 
$6. 75; 31 x 5.25, $7. One to nine pair, 
discount 30 per cent; 10 to 49 pair in 
one shipment, 35 per cent discount: 
50 pair in one shipment, 40 per cent 
discount. 

Clocks.—Westclox line, with plain 
dial, $1.50 each net; with luminous 
dial, $2.10. 


BOATS (TOY). 
Mechanical.— Tom Thumb line, 
Speedster, No. 54, $4 per doz. net; 


Columbia, ‘$8; pass, Flying Yankee, 
No. 65, $30; No. $48; No. 73, $80. 

Sailing. ~Seaworthy, No. 126, $4 per 
doz. net,; No. $8; No. 137, $12; 
No. 142, $16; No, 146, $20; No. 124, $24; 
No. 149, $24; No. 151, $32; No. 162, 

0 3, $60; No. 166, $80; No. 
165, $96: No. 167, $120. Superior, No. 


121, 9%-in., $2a doz. net; Commander, 
No. 123, 11%-in., $4; Challenger, No. 
125, 15-in., $8; Kitten, No. 1037, 14- 


n., $16; Pirate, No. 1149, 18-in., $28. 


CANNON (TOY). 
Cannon.—Toy, Big Bang line, on 
two wheels, No. 8F, $1.50 each net; 
No. 12F, $2.50; No. 16F, $3.67. On 


four wheels, No. 10W, $2; No. 6F, $1. 
Tanks.—Toy, Army, ‘No. 5T, 67c. 
each net. 


Pistols.—Toy, Big Bang line, with 
holster, $1.34 each net. 
Ammunition. — Baysite, in tubes, 
sce each net; spark plugs, 6%c. 
each. 


DISPLAY GOODS. 


Cabinets, etc.—Screw cabinets, $5 


each net; bolt and nut_ units, ‘343; 
counter merchandiser, $12.50; golf 
stick and gun rack, $1.90; wall 


brackets, 52%c.; counter nail bin, 
Sees" $1.24; 6 ft., 86c.; nail box only, 


Glass, Trays, etc.—Glass and cutlery 
tables, $33.70 per set net. Trays, 
wooden, No. 1 for pocket knives, No. 
2 for scissors and shears, No. 3 for 
kitchen and table knives, No. 4 for 
slicer knives, $2 each net. 


DOLL CARRIAGES. 


Doll Carriages.—Standard makes, 8 
x 17% in., $1.75 each net; 9 x 17% 
in., $2.80; 9 x 17% in., ha 50: 9% x 
» $5.25; fy x 
-» $6.73; $8.25: 13% 
x 24% in., $10. 50: 13% x 26 in., $13.50. 


FANS (ELECTRIC). 


Fans.—Westinghouse, 60 cycle, 8 in. 
stationary, in lots of three, $3.50 each 
net; in lots of 12, $3.25. Oscillating, 
in lots 





8-in., in lots of three, $8.36; 
Reading matter continued on page 68 





Business Is Better but Below Normal — 
Some Future Orders Are Being Booked 


of 12, $7.77; 10-in., in lots of three, 
$11. 90, in lots of 12, $11.05; 12-in., in 
lots of three, $18. $0, in lots of 12, 
$17.55; 16-in., in lots of three, $24.50, 
in lots of 12, $22.75. Forty-cycle, 
a sin, in lots of three $4.55, in lots of 
, $4. 23; 25 to 30 cycle, 8 in., oscillat- 
in lots of three, $8. 93, in lots of 
12, $8.29. Direct current, oscillating, 
$4 —" of three, 12-in., $18. 90, 16-in., 
4.5 


Fans.—Pola Cub, stationary, 6-in., 
in lots of léss than 12, $2.75 each net, 
in lots of 12, $2.65; 8-in., less than 12, 
$3.20, lots of 12, $3.05; 10-in., less 
than’ six, $4.55, in lots of six, $4.35; 
oscillating, 10-in., less_ than six, $7, 
lots of six, $6.65; No. B70-16-in., less 
than four, $12, lots of four, $11. 65. 


FENCING. 


Field.—Square Deal, 
6, $5.93 a roll net; 1047 x 6, $7.60; 
1047 x 12, $5.60; 1155 x 6, $8.56. 

Cattle.—_No. 11, 635 x 12, $3. 84 a roll 
net; 845 x 12, $4. "40. 

Poultry.—No. 14%, 1548 x 6, $4.63 
a roll net; 1760 x 6, $5. . No. 15%, 
1636 x 6, ‘54. 15; 1948 7 M4. 7: = 
= 6; $5.76; No. 17, i136 "$3.8 
2048 x 4, $4.49; 2360 x 4, 35. 40: 3673 
x 4, $6.07. 


FLASHLIGHTS AND BATTERIES. 


Flashlights.—Cases, No. 2602, 62c. 
each net; No. 2604, 52c.; 


No. 11, 832 x 


No. 2695, $2.28; No. 2697, 
2642, $2.08; No. _— $2. 40; No. 2645, 
$2.92; No. 6993, $1.1 

wv bb wp oc No. 2602, old 
rose, green blue, 62c. each net; No. 
2605, blue, red, green and black, 62c.; 
No. '2671, red, green and blue, 84c. 

Assortments.—No. 1, $3.85 per as- 
sortment net; No. 6, $4.82; No. 71, 
$5.04 : 

Units.—No. 94, $2.93 each net; No. 
16, $5.05. 

Pen Light.—Assortment No. 2, 12 
pens in assortment, $6.36 per assort- 
ment net. 


Batteries. — Eveready, unit cells, 
No. 935, 6%c. each net; No. 950, 
6%c.: No. 705, 19%c.; No. 790, 13c.; 
No. 791, 13¢:; No. 700, 18c.; No. 703, 
191%%c.; No. 706, 18c.; No. 734, 40c.; 
No. 750, 13c.; No. 751, 19%c. 
HINGES. 


Hinges.—Screen door, Arcadia, Cad- 
mium finish, No. 7, $1.80 per doz. 
net; No. 7, regular finish, $1.50. In 
half gross lots, $15 per gross pair net. 
Sargents, No. 1165, double, 37c. per 


pair net; No. 193, single, $1.50 per 
doz. net. Columbia, No. 28, $6.28 per 
doz. net. Steel, No. 305, $1.60 per doz. 


net. Brass, No. 335, $3.25 per doz. 
net. Stanley, No. 158J, $14.90 per 
gross pair net. No. 151J, $18.75. 


KITCHEN GOODS. 

Ice Picks.—Stanley, No. E, $6.20 
a doz. net; Perfect, No. 37, 75c.; Gil- 
christ, No. 92, $1.12 a doz. and $11 
a gross; Truck’s slim, $1.58 a doz.; 
Bridgeport automatic, $2 an assort- 
ment. 

Ego Beaters.—Blue Whirl, medium. 
$8 a doz. net, large, $12; Taplin Mfg. 
Co., No. 44, $4; Ladd, $4, No. 1X, 
$5.60; Edlund, $6. 

Egg Whip.—Standard makes, 54c. 
each net. 


LAWN ACCESSORIES. 
Weed Pullers.—Out-U-Kum, $6 a 
doz. net. 
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Buy SALES 


not merely mowers 


In choosing your lawn mower line consider, first—sales 
possibilities. W and B Lawn Mowers were designed to 
meet definite customer wants. They’re built in the fac- 
tory with an eye to your future sales! 


An easy running mower is the kind most people want. 
The W and B was built for them. We placed the handle 
so that it would give greatest leverage with least effort. 
Oil pockets retain lubrication and insure smooth work- 
ing of parts; ball bearing equipped insures friction-less 
operation. 


Sure cutting qualities and long wearability are two other 
points that create sales for you. W and B knives are 
made from finest steel and ground to the right cutting 
edge. Stay sharp longer. Rigid frame (boss male and 
female construction of cutter bar into casing) insures 
perfect alignment. Extra large pinions, deep clutch and 
hardened throw pawl mean years of added wear. 


An important selling feature is the simplicity of adjust- 
ment. The adjustment of cutter bar to reel by set screws 
is done from above. Add to these “talking points,” the 
attractive finish of W and B mowers and you have an 
article that will bring profits. 


For descriptive literature of complete line of all models 
and sizes, write: . 


Barnum & Stone, Boston, Mass. 

Putnam & Co., 32 Howard St., New York 
Griffith & Turner, Baltimore, Md. 
Mallalieu & Conrey, Inc., Philadelphia, Pa. 
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MOTH EXTERMINATORS. 

_Moth Exterminators.—Expello, first 
size, $8 a doz. net; second size, $8; 
third size, $4. One free can with 
every dozen. Parafume, 48 cakes in 
carton, $2.90 a carton net. 


PADLOCKS. 


Padlocks.—_Yale & Towne Mfg. Co. 
line, No. 223, 35c. each net; No. 
223%c. 48c.; No. 225, 42c.; No. 235, 
35c.; No. 324, 45c.; No. 326, 55c.; No. 
563, 68c.; No. 803F, $1.12; No. 813, 
hg 33; No. 822, $1. 43; No. 833, $1.65; 
No. 843, $1. 81; No. 853, $2. 62; No. 


863, $2.36; No. 
843%, $1.99; No. 
86316, $2.25; - No. 
86c.; No: 


$12 per doz. net; No. 100, $11 


PLANT STICKS. 

Standard.—Bamboo, green, 3 ft., 
65c. per 100 pieces net; 4 ft., 15¢. 
Natural color, 4 ft., $4.50; 5 ft., "$5. 50; 
6 ft., $6; 8 ft., $7 


RAKES. 





83314, $1.81; No. 
853%, $2.18; No. 
1671V, 33c.; 2375, 
1375, $9.60 per doz. net; 
assortment, No. 683, $3.33 each, net. 
Russel & Erwin rim night, No. 1290, 


14B, ‘$11. 70 a doz. net; No. 16B, 
$12.55; No. $9. 35; No. 114, $10.10; 
No. 16, $10.8 

Rakes. nao steel, 24 tooth, No. 
RR234, $8.50 a doz. net; wooden han- 
dle, 24 tooth, 2X grade, wire bows, 
6.60; 24 tooth, 3 bows, $9; 28 tooth, 


bows, $10. 
Rakes.—Hay, steel, Hub, 2 bows, 
$7.15 a doz. net. Teeth, 15c. a dozen 


net. 

Rakes,—Road, No. X14, $13.13 a 
doz. net; No. X16, $14.15. 

Rakes. — Gravel, 2 “in. teeth, No. 





Rakes.-—Garden, Wallingford, No. 


G14, $11.60 a doz, net; No. G16, $12.55; 
1% in. teeth, No. G16, $12.55. 





CINCINNATI: 


(Cincinnati office of HARDWARE AGB) 


CINCINNATI, May 6.—Reflecting the slackening of business in other indus- 
tries, the demand for hardware merchandise in this district is still slow. While 
district jobbers indicate that the volume of business during April was about on 
a parity with March, the demand is below April of last year and in fact notice- 
ably sluggish for this time of the year. 

With the exception of the unusual slowness of builders’ hardware, all lines 
of merchandise are moving at about the same rate. 
ditions are especially conducive to the purchase of seasonal articles, district 
jobbers report that consumers are not displaying their usual interest in these 


items. 


Constant complaint of the condition of the retail business is being heard 
In fact, as a result of the slackening of retail business and 
the consequent difficulty of dealers to obtain money is affecting the collection 
As a consequence, district jobbers report that the credit situation 


among dealers. 


situation. 
could be more satisfactory. 


On the other hand, local hardware jobbers are not reducing prices or offering 
other price inducements to stimulate business. 
not been changed for some time, and no change is anticipated for at least the 


next month. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CINCINNATI. 


AUTOMOBILE ACCESSORIES. 
Balloon Cord Casings 
High Medium Low 


5.50 
8.23 6.96 
8.49 7.18 
10.21 8.60 
11.93 10.36 
12.31 10.70 
Pressure Cords 
one $3.89 
$5.20 4.15 
8.9 7.37 
Ay 58 7.93 
: -95 11.22 
Balloon Inner Tubes 
1.30 $1.12 
1.38 1,19 
1.49 1.30 
1.52 1.34 
1.75 1.56 
2.05 1.82 
2.16 1.93 
High Pressure Tubes 
1.04 $0.89 
1.12 rr 
1.38 1.19 
1.41 1.26 
1.52 1.30 





All prices on tires and tubes are 
subject to 5 per cent allowance. 
Polishing Cloths. — Lastic, $3.60 a 


doz 

Polish. —I. % pint, list, 40c., 
$3.00 a doz.; t Re fist, 55C., $4 .70 a 
doz.; 1 quart, list, 90c., $7.80 a doz. 
Tip Top Satin Finish, 8 oz., list, 60c., 
$4.68 a doz.; 16 oz., ‘list, $1 1.00, $7.80 
a doz.; 1 quart, list, $1.50, $11. MW a 
doz. 


BOLTS AND NUTS. 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 





7 


bolts, 20 per cent off list; square, 
— and tap nuts, 60 per cent off 


BUILDERS’ HARDWARE. 
Sash Weights.—Sash weights, $2.00 

per 100. 

Inside Sets. — Square bevel inside 

sets in case lots, $4.10 per doz. 
Butts.—3% in. old copper and dull 

brass butts, 15¢c. per paid in case 

lots; sand blast, brass finished butts, 

18c. per pair in case lots. 


CHAMOIS SKINS. 
13 x 16, 38c. each; 14 x 18, 57c. 
each; 15 x 20, 70c. each; 17 x 23, 88c. 
each; 16 x 24, $1.10 each. 


GALVANIZED SPRINKLERS. 
4 quart, $5.30 a doz.; 6 quart, $5.80 
a doz.; 8 quart, $6.65 a doz.; 10 quart, 
$7.40 a doz.; 12 quart, $9.00 a doz.; 
16 quart, $10.80 a doz. 


GARDEN TOOLS. 

Spades and Shovels.—Polished, $9.25 
a doz.; black, $8.00 a doz. 

Hoes.—First grade, socket 6% in., 
$9.84 a doz.; cotton, $7.68 a doz.; 
planter, $8. 28 a doz.; Cronks, weed- 
ing, No. 1, $4.20 a doz.; Cronks, 
weeding, No. 4, $4.50 a doz. 

Rakes. — First quality, 14 tooth, 
$9.84 a doz.; Competition grade, $5.25 
a doz. 

Spading Forks.—First quality, reg- 
ular, $15.84 a doz.; Extra Heavy, 
$21.12 a doz.; Competition, $10.80 a 
doz. 


GRASS CATCHERS. 
Galvanized bottom, medium, $7.20 
a doz.; large, $8.00 a doz. 


GRASS SHEARS AND PRUNERS. 


Doo-Klip shears, $10.80 per dozen; 
Doo-Klip long handled shears, $18.00 
per dozen; Doo-Klip pruners, $10.80 
per dozen. 


Although weather con- 


The present price schedules have 





Demand Continues Rather Slow 
Prices Remain Generally Steady 


HOSE. 
Double braid, 500 ft. reels, with- 
ye couplings, % in., $6.50 per 100 
5, in., $7.00 per 100 ms 3%. thi, 
$8. 00 per 100 ft. 


HOSE REELS. 


Victor, $1.10 each; No. 10, $3.10 
each. 
LAWN SPRINKLERS. 
Fountain, $6.50 a doz.; 4% Fountain, 


$5.50 a doz.; Rain King, $28.00 a doz.; 
Majestic, $52.00 a doz. 


LAWN MOWERS. 

Low grade, 12-in., $4.60 each; 14- 
in., $4.75 each; 16-in., $5.00 each. 

Plain Ball Bearing, medium, 14-in., 
$6.50 each; 16-in., $6.85 each; 18-in., 
$7.20 each. 

High wheel, five-blade, 14-in., $11.00 
each; 16-in., $11.50 each; 18-in., $12.00 
each; 20-in., $12.75 each. 

LAWN ROLLERS. 

No. 2, $7.90; No. 4, $9.50; No. 5, 

$11.75; No. 7, $13.50. 


MOPS. 

Betty Bright self-wringing mop, 
No. 10, $8 per doz.; Betty Bright 
self-wringing mop head, No. 20, $4 
per doz. 


NAILS. 


Common wire nails, $2.85 per keg. 


PAINT SUPPLIES. 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.08 per gal.; turpentine, in 2 bar- 
rels lots, 60c. per gal.; white and red 
lead in 500 lb. kegs, 14%c. per Ib., 
less 10 per cent. 


RADIO BATTERIES. 
Net Price Net Price 


ch ac 

Less Unit In Unit 
Stock No. Pkg. Pkg. 
Super B bat., No. 2138. .$3.20 $2.97 
Super B bat., No. 22308. 2.22 2.06 


B batteries, No. 10308.. 2.81 2.63 
B batteries, No. 2308.. 1.88 1.75 
B batteries, No. 5308.. 1.88 1.75 
B batteries, No. 2158.. 1.31 1.22 
B batteries, No. 2156.. 1.31 1.22 
C batteries, No. 2370.. = = 
A batteries, No. 6...... 


35% 
Note.—Nos. 21308, 5308. 0158 and 
2156 are in unit packages’ of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES. 

MxX199 general purpose tubes, $2 
each; MV199 several purpose tubes, 
$2 each; MX201A general purpose 
tubes, $1.25 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $3.50 each; MX240 
high Mu tubes, $2 each; MX112A 
power amplifiers, $2.25 each; MXI171A 
power amplifiers, $2.25 each; MX280 
full wave rectifiers, $3 each: MX281 
half wave rectifiers, $7.25 oad 
M226 amplifiers, $1.75 each; MY22 
detectors, $2.50 each, 

These prices are subject to 40 and 
10 per cent discount on Sonatron 
tubes and 40 per cent discount on 
Arcturus and Eveready Raytheon 
tu 
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Your Next Customer May Come 


From Maine or California 
(Continued from page 49) 


And so as I watched him being 
equipped I asked, “Why did you 
come to us? Did you see our poster 
advertising? Did you see our dis- 
play copy in the newspapers ?” 

“No,” he replied, “it was your 
wonderful windows which drew 
me. My wife saw the camp cook 
stove, the girls took note of the 
bathing suits, and the boy—well, he 
has a list of wants that would over- 
load the car, and as for myself I 
will grant you this, your store is 
very temptingly arranged and I 
must not indulge my enthusiasm in 
selecting our needs.” 

Which proves that the merchant 
never knows where all of his cus- 
tomers are coming from, nor just 
which method of appeal will bring 
the most of them. For that reason 
he must always be on his tiptoes. 
The windows must be kept decorated 
with seasonable merchandise, the 
window trimmer must study his 
merchafidise and make the best of 
his opportunity for display. Inside 
our store we keep constantly chang- 
ing our display. In the’ sporting 
goods department fishing must go 
to the front as early as the first of 
March and stay there until—well 
fishing time practically never ends 
for a man until real cold weather 
comes. 

Bathing suits must come out in 
colorful array with all of the acces- 
sories, caps, belts, shoes, ear stop- 
ples, water wings, bags for powder 
puffs and bags for suits. They are 
good all through the summer. 
Swimming is a popular pastime at 
our parks with their lakes and pools, 
and with so many dashing and beau- 


tiful colors in vogue, it is not un- 
usual to sell two or three suits to 
one person in a summer. 

Golf has to have a certain amount 
of prominence throughout the entire 
year, but most of course, in the 
summer. Then there is tennis with 
its rackets, nets, balls, shoes, etc., 


we have to keep that to the front | 


also. 


It is the season of sports so we 


crowd the other departments and 
make as big a display as we can. 

Thermos jugs, auto camps kits, 
auto refrigerators, stand out boldly 
and invite tourist, camper, pick- 
nicker, fisherman and motorist. 

Heavy pocket knives and scout 
axes are a necessary part of every 
camper’s equipment. A good dis- 
play will sell them. 

“Tf you will just put these in the 
car now, we will be on our way,” 
said our tourist friend, and I turned 
to see him followed by one of the 
boys from our kitchen furnishings 
department, leading the way to his 
car. They had porcelain enamel 
plates and cups with knives and 
forks and spoons. They had a fry- 
ing pan and a coffee pot. Protrud- 
ing from the car was fishing tackle 
which he had just supplemented 
from our stock. 

“We will be back this way in Sep- 
tember,” he said as he bowed him- 
self away. “My boy wants to get 
his athletic school equipment here 
and—I see quite a few things | 
want myself.” 

And I turned away also congratu- 
lating myself on the store’s effi- 
ciency. 





Western Targets in Cartons 


Western White Flyer Clay Targets, 
manufactured by Western Cartridge Co., 
East Alton, Ill., are now packed in handy 
cartons. There are 135 targets in each 
carton, which measures 13 inches square 
and 9 inches in height, approximately. 
Targets are piled in nine sections, protect- 
ing the targets left in a partially used box. 

These clay targets are strong enough to 
resist breakage in transportation and han- 
dling, but are brittle enough to pulverize 
readily when struck, according to the 
maker. They are easy to see because of 
the ebony black surface and the white 
band, which stand out brilliantly against 
the usual background. 

















Puzzled? 


Do you know what 
styles and weights of 
hammers sell best? 
We have prepareda 
folder whieh gives 
this information, 
taken from a survey 
made by the National 
Retail Hardware 
Association. 


It’s yours for the ask- 
ing, it shows the six 
best-selling styles 
and the most popular 
weights—an aid to 
intelligent buying. 





Please send me the folder “‘Best Sellers”’ 


Nawsdalis 
y Oey Vi J te 


Hammers 


The David Maydole Hammer Co. Norwich NY 
3839 


YOUR HAMMER ole 
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Swiss 








It will pay any dealer 
who is selling to quality 
trade to investigate Amer- 
ican Swiss tools. Over 
thirty years of quality file 
and tool making have 
helped us to hold prices to 
surprisingly economic 
levels. 

Write for catalog and 
prices. 


American Swiss File & Tool Co. 
400 Trumbull St., Elizabeth, N. J. 


pNaEAN 








wisS 
Mechanics’ 
HAND TOOLS 


l 


also manufacturers of 
American Swiss Files 




















Three Wolverine Toys 


Three new toys—Zilotone, Jolly Juggler 
and Rabbit Chase—are being made by the 
Wolverine Supply & Mfg. Co., 200 Fifth 
Ave., New York City. The Zilotone con- 
sists of a miniature music master, which 
plays popular tunes on the keys of this 
miniature xylophone. Sound is produced 





by means of ingenious records. Six melo- 
dies accompany set and the tone is clear 
and harmonious. This toy is operated by 
means of a strong motor. 











Jolly Juggler is a mechanical toy in 
which an automatic juggler performs on a 
trapeze, swinging little helpers through the 
air. The No. 51 Jolly Juggler lifts figures 
by means of a magnet held in the juggler’s 
hands. This toy is richly lithographed. 











Rabbitt Chase, No. 150, is a game in 
which three whippets hunt rabbits, which 
scurry round the circular tracks to escape 
capture. The rabbits race at a rather 








astonishing pace and the dog that captures 


his rabbit first is the winner. This game is 
so constructed that the result of each 
chase is determined only at the end. 


Metalcraft Flying Plane 


St. Louis Robin Endurance Flyer is the 
name of the new flying airplane offered to 
the trade by The Metalcraft Corp., 5101 
Penrose St., St. Louis, Mo. 





The plane is available with wings and 
tail surfaces assembled, ready for mount- 
ing or knocked down at a lower price. 
Wings and tail assembly are mounted with 
rubber to prevent breakage in handling, as- 
sembling, flying or landing. Fuselage and 
propeller are of all-metal aluminum con- 
struction and the latter is of extra large 
size. 

Its wings are covered with a transparent 
fabric and have a spread of 30 in. from 
tip to tip. In construction the model is 
similar in design to a full-size plane. The 
maker claims long flights are possible with 
this model. 


Lionel Electric Range 


An electric range is offered to the trade 
by The Lionel Corp., 15 E. 26th St., New 
York City. Although a toy it is so 
sturdily built that it may be used to ad- 
vantage for cooking small items. It is 
both practical and inexpensive, according 
to the maker, and realistic and beautiful 
in addition. 

This range is offered after many months 
of designing and improving on the part of 
Lionel engineers. 
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Diamond Brand Jug 


Shapleigh Hardware Co., Fourth St. 
and Washington Ave., St. Louis, Mo., has 
recently placed a new outing jug on the 
market, which can be used for all general 
purposes. 

It is made of a heavy metal casing, with 
a vitrified non-porous earthenware liner, 
which is smooth and easily cleaned. The 
jug is thoroughly insulated with burnt 
cork at top and sides and with balsam 





wood and burnt cork at base. Opening 
is 334 inches, enabling a hand to pass into 
the jug for removing food or cleansing 
inside of jug. The jug may be utilized 
for keeping either food or liquid hot or 
cold. 

This jug is equipped with heavy metal 
bail with enameled wooden grip and alu- 
minum stopper with rubber- washer, large 
size polished heavy aluminum cup—45¢ 
inch in diameter and 154 inch in depth. 
The height from base of jug to top of 
cup is 114% inches and the outside diameter 
is 10 inches. 
have rounded corners and the base is per- 
fectly flat. Jugs are finished in bright 
red and a bright enamel, to make the jug 
easy to see, when breaking camp or pick- 
ing up the accessories to a picnic. Average 
weight per jug is 12 Ib. 


A-Just-X Dog Harness 


Craftsman Leather Specialty Co., 29 S. 
Jefferson St., Dayton, Ohio, is offering 








Corners, top and bottom 


the Craftsman A-Just-X dog harness to 
the trade. It is a new adjustable dog har- 
ness, made of one continuous bridle leather 
strap, passing through the connector 
around the body and fastening with one 
buckle, under the chest. A short connect- 


throat to girth, equalizing the pull and 
preventing the choking of the dog. 

This dog harness is adjustable instantly 
and simply to fit absolutely in each direc- 
tion. Flat, close-lying, diamond-shape orna- 
ments lend style to the harness. It is 
available in four stock colors: russet, red, 
green and black, but can be had in Cordo- 
van or blue at an increase in price. 


Black Beauty Hobby Horse 


Black Beauty is the new 
hobby horse produced by the 
Mfg. Co., Cincinnati, Ohio. 

According to the maker, the principle 
and mechanical action are original and dif- 


mechanical 
Corcoran 





ferent from any other mechanical horse. 
Improved mechanism gives a_ life-like 
galloping action, which requires very little 
energy to create movement. When the 
vehicle is propelled forward, the horse 
goes up and down in a galloping move- 
ment very much like that of a real animal. 
It is a reproduction of a beautifully formed 
horse, made out of pressed steel. 


Kenton Flying Boat 


The Kenton Hardware Co., Kenton, 
Ohio, is marketing a toy model flying boat, 
designed after the type used by a well- 
known air transportation line. 





It is equipped with pusher type motor 
with a propeller that turns. Openings 
along the side of the hull and in the front 
give this toy a realistic appearance. The 
model is finished in aluminum or in colors, 
lithographed in an attractive manner. 
These planes are packed in sturdy boxes. 





ing strap passes between the forelegs from | 





A Scientifically 
Simplified Line of 
Superior Tacks 


Bakatax are modernly packaged, 
rust resisting, attractively blued. 
And in addition to these unusual 
advantages, the Bakatax line has 
been scientifically simplified so that 
half the items previously con- 
sidered necessary now comprise a 
complete assortment. Give jobber’s 
name and send for free sample. 

Geo. Baker € Sons, Inc., 

Brockton, Mass. 























Wheels of 
Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don't wait for the 
jobber’s salesman. 


You may forget. 
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Gallup Mercantile Co., Inc., 


N. 


Gallup Co. Navajo Rugs These rugs are hand-made in the primi- | supported on Y2-in. cold-rolled axles. 


The 


Gallu tive Indian methods of weaving. Wool | wheels are 10 in. in diameter. The wagon 
P, grown on the flocks of sheep, owned by | is finished in red, yellow and black and is 


M., has a line of Navajo rugs which thes le, i d 1 is washed, | covered with an extra coat of varnish 

is being successfully marketed by the hard- ee eee ee ee ene | Sar = — ee 

; . . Ae carded, spun and woven by hand on home- A double rear-wheel brake with rubber 

ware trade in many parts of the country. “4 : 2 : z : 
made looms. Sizes and designs vary and | grip brake lever is available at a slight 





are made according to the fancy of the | increase of price. 
weaver, who uses Indian signs as the motif 
of design. Because of this variance, the 
rugs are sold by the square foot instead of 
on a basis of standardized sizes. 
Rugs are alike on both sides. They are New Push-Pin Packets 
said to be practically waterproo’ and are! Thie Moore Push-Pin Co., Philadelphia, 
= wv woven as to make them very | ba, is now offering Moore Push-Pins and 
ne Moore Push-less Hangers in a _ novelty 
aed packet, having gellophane window-front 
openings. : 
Golden Arrow Coaster Wagon 
Lullabye Furniture Corp., Stevens Point, 
Wis., has added an all-metal coaster 
wagon to the Flivver family of wheel 
goods, which it produces. 





By this means prospective purchasers can 
now see at a glance the size of the push- 
pins and push-less hangers in each packet. 
The various packets have different colors 

This coaster wagon is 15 in. wide, 34% | to help in assisting the selection of the 
in. long, and it measures 4 in. in depth. | correct size, in addition to the window-front 
It is furnished with steel bolsters and is | opening. 
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Strong— 
Durable— 





Let Us 
Tell You About 
These Ladders 


SPRUCE LADDERS 





Safe— 
Zl 





Watch for 
| Our Trade Mark 
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The Victor 


W. W. BABCOCK COMPANY .- - = Bath, N. Y. 





LADDERS FOR EVERY PURPOSE 
AIR DRIED SPRUCE; FULL STRENGTH IN 
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Ping Pong is Here Again | 
(Continued from page 48) 


a ping pong table is a part of the regular equipment, 
although the home dining room or living room is the 
most popular court. 

In the present revival of the game, the history of thirty 
years ago is repeating itself. It then reigned supreme 
as an indoor pastime, and few homes were considered 
complete without a ping pong set. It is said that the 
game originated from badminton and tennis and is an 
indoor adaptation of the games mentioned. Early in the 
eighties the game was first played with cigar box lids 
serving as racquets, a row of books as a net and cham- 
pagne corks as balls. In time, refinements and improve- 
ments were made in the equipment. An old-time London 
sporting goods firm is given the credit for introducing 
celluloid balls, vellum battledores and a woven net in 
1900. The game derives its name from the sound the 
little balls make when struck with the racquets. At about 
the same time a method was evolved of making the balls 
without seams, and this improvement was a further aid 
in the game attaining widespread popularity. 

In 1901 the game had attained such popularity in Lon- 
don that tournaments were held at Queens Hall for the 
championship of the city, and between two and three 
hundred contestants entered the event. The new word, 
pongist, used to designate a player of ping pong, was 
added to the dictionary shortly after. Following this era 
of popularity, interest in the game wanted for a time, 
and it was only played by experts. Now, however, the 
game is more popular than ever. Prize fighters, ball 
players and others have taken up the game to quicken 
muscular action and to sharpen their eyesight. Still 
others play the game for the sheer fun and enjoyment 
derived from it. Those who have never played the game 
will find it a much faster and more fascinating game 
than they would naturally surmise. Several foreign coun- 
tries have developed a particularly imposing list of ping 
pong champions. 


Schieble Toy Dump Truck 
The Schieble Toy & Novelty Co., 3d and Bainbridge St., Day- 





ton, Ohio, has a new toy dump truck. It is the No. 16 big 6 
model, sturdy six-wheeled truck that lifts and dumps its load with 





a turn of the crank. By turning the crank in the reverse direction, 
the small wheels come down and the bed stands alone. This 
model is painted red and black. It measures 224% by 8 by 7 





inches. These trucks are packed in cases of six, weighing 27 Ib. 








There’s a Fast Growing 
Demand For 


= 2 BOTTLING 
SUPPLIES 


ai 
Thousands of families are making 
Wine-Grape Juice and other Fruit 
Juices which are absolutely legal 
under the Volstead Act provided 
they are non-intoxicating. 
Fischer’s Safety Vent Seals and 
Truncated Bungs are in great de- 
mand by these people because 
these seals absolutely prevent 
moulding, souring, loss of flavor, 
etc. They also keep dust, dirt, 
insects, etc. out of the container. 














Many Jobbers and 2 
Dealers Are Developing a @% 
Good Business in 3 


FISCHER’S 


Seals and Barrel Bungs 


The Anti-Vacuum Valve used in this seal 
insures perfect VENT and prevents any 
water from being drawn out of the bottle 
into the containers. The Truncated Bung 
fits all containers, from 5 to 50 gallons. 


So entirely satisfactory are Fischer Safety 
Vent Seals that OVBR 500,000 HAVE 
BEEN SOLD AND ARE IN ACTUAL 
USE. 

Vent seals are packed with two size corks 
to fit all sizes of glass bottles from half 
gallon to five gallon. 


There is also a big demand for Fischer’s 


TRUNCATED 
Solid Barrel Bungs 


These Bungs eliminate the necessity of 

carrying several sizes of bungs in stock, 

as these bungs fit any size keg or barrel 

from 5 to 50 gallons. Simply reverse bungs 

for large or small size holes. 

Dealers—If your jobber cannot supply-— 
Write to us. 

Jobbers—Send for our interesting propo- 
sition. 





wi 






= 
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Patentee and Sole Manufacturer 


J. B. FISCHER 


1170 CENTER ST. 


CHICAGO ILLINOIS 
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Adjusting Fixtures to Fit the Sales Room 


Diagonal Placement of Display Tables Proved Better for this Firm 


T is not always possible for the hardware dealer to 

select a building for his store which is constructed 

to the best advantage for the display of his wares. 
In which case his fixtures must be placed according to 
the layout of the salesroom, so as to present merchan- 
dise in the most attractive manner possible to the cus- 
tomer entering the place. 

For instance, when William McCarty, present man- 
ager of the Loveland Hardware Store, of Loveland, Colo., 
took charge of the establishment all display tables and 
fixtures were set square with the room, which is 75 by 
125 feet, with the main entrance exactly in one corner 
of the room. This arrangement put the tables almost 
at right angles to the door, and forced customers to walk 
about 70 feet along the ends of the tables to reach the 
last aisle. 

There were twelve flat-topped tables, 3 feet high and 
30 inches wide, hollow beneath, with a partition length- 
wise in the middle and equipped with glass-partitioned 


tops for the display of small articles. These were soon 
turned diagonally across the room, so that a minimum of 
walking was necessary before patrons could enter a 
certain aisle. At the same time these tables, and the wall 
cases as well, were painted a bright orange color. The 
effect of the change was immediately noticeable, both in 
sales and in the interest displayed by customers. “How 
much better the place looks,” they would exclaim while 
making purchases. The several orange painted doors of 
the wall cabinets, at the far side of the store, facing the 
door, formed an attractive background for the tables in 
their new position. The wall cabinets are 20 by 36 
inches, and below the bottom ledge is another row of 
cabinets 24 by 30 inches. The top ledge of the cabinets 
usually carries a display of wheel goods. 

“We find the new arrangement a time saver, both to 
ourselves and our customers in getting about the store,” 
said Mr. McCarty, “and we believe the orange color 
makes an ideal background for the display of hardware.” 








Remember Your Sporting Goods Department 


effective stimulant to sporting goods 
sales. Many of the outstanding 
windows arranged by the firm have 
been pictured and described in 
Harpware AGE. Interesting, at- 
tractive and seasonable displays are 
always used and pay big dividends. 
Three live cub bears frolicking in a 
natural window setting were a re- 
cent window attraction for sport- 


When You Modernize 


(Continued from page 47) 


ing goods. The Jackson Retail 
Merchants Board sponsors an 
annual “window night’ when local 
merchants vie with each other in 
installing the most attractive win- 
dow displays. On such occasions 
the Smith-Winchester windows are 
the talk of the town and were de- 
clared far more attractive than the 
windows arranged by department 


stores, jewelry stores and other re- 
tail establishments. 

Carefully prepared newspaper ad- 
vertising also produces profitable 
returns, according to Mr. Watts. In 
the preparation of newspaper copy 
for the Smith-Winchester store, the 
Houseware and Hardware Service 
of Harpware AGE is used and con- 
sidered indispensable. 
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ALLITH 


Built-in 
“Reliability” 
means greater 
“Salability” 


Making Reliable Hangers is our one big 
job; we trust no one else with any part of it. 
Allith craftsmen direct every operation; 
Allith chemists test every process. We mix, 
mold and anneal the iron; we machine, as- 
semble, paint and pack the product entirely 
within our own organization. This built-in 
reliability is an important reason for our 
quarter century of success; it is an out- 
standing reason for continued and greater 
garage door hardware sales by our dealers. 


























A leg as it comes from 
vf the carton — 


ee ee 








How to demonstrate the 


Toledo Hor Se 


—and well demonstrated is half sold 
























Allith ‘*1080” 


Designed for folding- 
sliding garage doors. 
Allows doors to fold 
back at any angle; pre- 
vents sagging or slam- 
ming. Double adjust- 
ments; roller bearing 
wheels; ball bearing 
swivels; vertical side 
rollers and one-piece 
Certified Malleable 
frame and apron. 



















Allith ‘°1180” 


For 3, 4, 5 or 6 door 
garages. Uses the re- 
liable round track. Steel 
frame; swivel type; re- 
versible; vertical ad- 
justment; machined cast 
wheel; improved easy 
lubrication; won’t balk, 
jam, stick or jump the 
track. The safety guard 
prevents derailment. 











Catalog 97—the Authentic 
*“BUYER’S GUIDE” 
FOR BUILDERS’ HARDWARE 








If you haven’t a copy, don’t neglect getting yours 
now. Be prepared to advise your customers about 
every type of door hardware and carrier equip- 
ment. Be ready for those “special orders” for 
hardware not regularly stocked. “Cash-in” on 
more money making hardware jobs with the aid 
of this handy sales manual. It’s yours! Just 
write 


ALLITH-PROUTY CO. 


DANVILLE, ILLINOIS 


Overhead Carriers 
Rolling Ladders 










Airport Door Hardware 
Garage Door Hardware 
Fire Door Hardware Door Hangers 

Spring Hinges Malleable Iron Washers 
Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 











@ First—Stock Toledo 
Horses. They're adver- 
tised nationally— your 
customers will be asking 
for them. 


e Second—Display 
them, in your windows, 
on your floor. They'll 
create interest. 


e@ Third—Demonstrate 
them. Any clerk can open 
acartonandsetupahorse 
in 90 seconds. Let your 
customer try it—he won't 
take over 120 seconds. 





ToledoHorsesaremaking 
speed records — speedy 
turnover for the dealer. 
They take up little room 
— they're new— once 
shown, their advantages 
are evident to builders, 
plasterers, road commis- 
sioners, highway officials, 
public utility officials. 


The dealer's margin is 
attractive—our coopera- 
tion is effective. Write or 
wire for prices. 


The Toledo Pressed Steel Go. 


TOLEDO OHIO 
Save with Steel 


Manufacturers of the Toledo Torch—the best highway safety light 
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There Should 






A Little Giant Fruit Jar 
Wrench that seals and releases 
a Mason jar lid with ease. 
Neat, compact, and easy to 
handle. 


An all-service, nickel silver 
heavy duty spoon that will not 
tarnish. The hard rubber grip 
facilitates handling. 


The Arcade Steel Ice Pick 
with heavy nickel plated head 
that is flat on one side and will 
not roll. The heavy head is 
particularly adaptable to crack- 
ing ice in the hand. The point 
is of the finest steel, carefully 
ground and hardened. 


A Steak Pounder, with wooden 
handle and nickeled head. 


. Timble Irons, fluted round, 
diamond, oval, heart and square. 
\ They have a nickel plated cast 
iron head that holds the heat 
and produces best results. 


The Cake Turner that is 
strong, well shaped and easy to 
handle. 


A single bladed Mincing Knife 
with a full nickel plated hollow 
cast iron handle. 


The Bottle Opener that re- 
moves the cap and may be used 
as a cork to keep the bottle 
air-tight until it is empty. 


A Can Opener that opens the 
can quickly and cuts the edges 
clean and easily. 


A convenient, small Screw 
Driver with a_ nickel plated 
finish. The Tack Hammer that 
will find a place in every kitchen 
drawer. 


While the Arcade Salt Boxes 
and Gem Mop Handles have been 
popular standbys in homes for 
years. 


Write for Catalog 


Ask Your Jobber for Prices 


ARCADE 


HARDWARE 
“sn 1tOYWS 


Arcade Manufacturing Co. 
FREEPORT, ILLINOIS 


NEW YORK DALLAS 
200 Fifth Ave. D. D. Otstott 
CHICAGO Inc. 
553 W. Randolph St. Santa Fe Bldg. 
J. T. ROWNTREE 

San Francisco Salt Lake City 

Los Angeles Seattle 

Denver Portland 





Prepare for the Season of Floats 


(Continued from page 46) 


“The fish was built of lumber, hardware, cloth, plastered 
and painted. It was 20 feet in length, 6 feet high and 
was built to the perfect scale of a black bass. Crowds 
see our floats; they know the firm is interested in civic 
affairs—is willing to do its bit for the community, and 
that means good-will. We sure believe in floats—but 
let them be good floats,” he concluded. 

Traveling Westward we asked A. C. Witte, president, 
Witte Hardware Co., Aberdeen, S. Dak., if floats were 
beneficial to dealers. He replied that a float display 
was usually worth while. “They help out a community 
affair,” he said; “they boost the home city and give the 
dealer publicity and advertising that remains in the 
minds of those who see the float, long after it has passed 
down the street.” 

Going down to Oklahoma City, Okla., we went in the 
large W. J. Pettee & Co. store. In the course of our 
conversation, C. E. Batchelor, advertising manager, re- 
marked that Pettee’s had used floats with much success, 
judging from the favorable comments received. 

“During the ’89er’s celebration in this city last year,” 
said Mr. Batchelor, “we gave our float a historical sig- 
nificance by use of miniature buildings. These depicted 
our first store of 40 years ago,-our second home, and 
then the present building. A float is of real value if it is 
cleverly arranged; if it embodies an idea. The dealer 
who prepares a float that puts across an idea should 
consider his efforts well invested.” 

Returning to New York we came across a New En- 
gland newspaper which contained a lengthy article re- 
garding a civic celebration in Revere, Mass. It was 
said that the Pizzano Hardware Co. at 388 Broadway, 
of that city, had displayed an unusual float. 

Filomeno Pizzano, head of that establishment, joined 
praising the float as an advertising medium. 

“Our float,” he said, “was surely worth the effort. 
We received wide publicity and were well repaid for the 
time and materials put into the display.” 

This Pizzano float was built on a truck. A tower was 
featured. On it were shown sample boards of tools and 
cutlery. Banners and dealer helps, together with several 
boys who brought life to the float, carried the hardware 
merchant’s message to the community. 

A float’s usefulness does not end with the disbanding 
of the parade. The McCabe float, previously mentioned, 
is now being used as an outdoor signboard with the store 
name painted on its side. It continues to bring com- 
ments and sales to the McCabe store. 


America is in shape to produce in five days all she 
can consume in seven, with a lot left over for export. 
—John J. Raskob. 





Nobody has ever established a successful business 
without dreaming about it at the beginning —Ramsay 
MacDonald. 





Any unfair attack on business is an attack on main- 
tenance of our schools, our hospitals, and our churches. 
—Will H. Hayes. 
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Dog Goods Deserve 
Better Display 


ERCHANDISE which is embraced in the gen- 
M eral classification as “dog goods” deserves more 
prominent display in most hardware stores. 
While dogs have always been a very popular pet with a 
large number of people, it seems that recently more 
people have acquired a dog as a pet and companion than 
ever before. Even in the large cities, where it is diffi- 
cult to properly care for a dog, nearly every apartment 
has its full quota of “man’s four-footed friends.” At 
nearly any hour of the day or night people can be 
observed taking their dogs out for exercise. In private 
homes everywhere a substantial percentage of house- 
holders also own dogs. Every dog requires accessories 
and supplies that the hardware merchant should sell. 

In the store operated by Coombs & Oliver, Oyster Bay, 
Long Island, a special rack was constructed to display 
dog goods and related articles in a prominent location in 
the store. Since the display was installed, sales of dog 
goods have shown a remarkable increase. The fixture, 
which was designed for the particular purpose, is re- 
produced in the accompanying illustration. It provides 
display and stock facilities for nearly every dog need. 

Long hooks, placed around the top of the fixture per- 
mit a wide variety of leather and wire dog leads to be 
shown. The front half of the case is equipped with five 
small gas pipe rods. These are used for displaying 
many types of collars and muzzles. Brushes, blankets, 
dog dishes, dog biscuits, canned dog food and dog reme- 
dies are carried on shelves in the rear half of the fixture. 
In fact it is a complete dog shop in itself. It was finished 
in an attractive color, featuring the merchandise in a 
conspicuous and productive manner. 
























The new Griffin PER- 
FECTION Screen Door 
Hardware Set No. 1740 
offers improved de- 
sign, superior quality 
and efficiency at an 
appealing price. Ask 
for our new folder: 
which illustrates and 
describes this latest 


GRIFFIN product. + ~ 


(GRIFFIN 


nufacturing (bmpany 
ERIE, PENNSYLVANIA 
MANUFACTURERS 











Branch Offices— 


NEW YORK: 45 Warren St. BOSTON: 76 Batterymarch. 
CHICAGO: 555 W. Randolph St. SAN FRANCISCO: 768 Market ®t 
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The Case of Guarantees—and 
Returned Goods 


CuicaGco, ILt.—It is so unusual 
for me to disagree with your opin- 
ion as given in your column “Trade 
Winds,” which I peruse regularly, 
that your article “The Quarter Cen- 
tury Aftermath of an Oversold 
Guarantee” in your April 3 issue of 
HarpDwaArE AGE, was a decided jolt, 
and one which | could not pass un- 
challenged. 

You place the onus of the return 
goods evil on the dealer. Does it 
really belong there? Isn’t it one of 
the things that has been forced on 
him through injudicious advertising 
on the part of the manufacturer and 
the jobber selling him private 
branded goods? They spend mil- 
lions advertising the material, qual- 
ity, selection, care, etc., etc., with 
which their product is produced, 
conveying in the mind of the con- 
sumer that it is of such quality that 
it withstands abuse ; that it is a pos- 
itive calamity if their No. 1% A. E. 
Nail Hammer, does not stand up all 
day on a 1 in. concrete gad, partic- 
ularly if the temperature is well be- 
low zero; but if it does not, think 
nothing of it, go back to your dealer 
and get another. This dealer is then 
made judge and jury to convict the 
manufacturer, lose his own profit 
on the sale of another tool, be a 
party to a dishonest transaction, 
and an increase in cost to the legiti- 
mate mechanic, who uses his tools 
for what they were intended. He 
may remonstrate if he chooses, lose 
his customer to the dealer down the 
street who believes the manufactur- 
er means what he advertises, that 
“the tool will be replaced without 
question,” and get the reputation 
among his trade that he does not 
stand back of his merchandise. 

I am going to make a broad state- 
ment, but one which I conscientious- 
ly believe to be true. Ninety per 
cent of return goods would be elimi- 
nated if the manufacturer insisted 
that the consumer return the tool to 
him direct, not through the medium 
of the dealer. The manufacturer 
would thereby insure himself a 
square deal, because he has the ex- 


perience and facilities to permit 
judgment on abused or defective 
goods, insure the dealer a square 
deal and a profit on a legitimate 
sale, and protect the interest of the 
honest and careful mechanic, and 
eventually (Why not now) replace 
one per cent or less of the tools now 
returned to the dealer. 

It is inevitable that the cure will, 
in the final analysis be brought 
about by this, and this alone. Exist- 
ing conditions encourages a result 
that has long been unbearable to 
the dealer. 

To me it long ago resolved itself 
into a question of how soon the 
manufacturer would assimilate the 
intestinal fortitude necessary to put 
a stop to this evil which is detri- 
mental to the manufacturer, jobber, 
dealer and manifestly unfair to the 
legitimate and careful mechanic, 
who has a right to be protected from 
the increased cost brought about 
by the abuse of the return goods 
parasite. E. G. Linpgulist. 
Secretary, Ace Stores, Incorporated 





Tell Them Where the Goods 
May Be Bought 


Sioux City, Ia.—I think I know 
a way in which you could please 
every hardware jobber in the United 
States, and knit him a Kittle closer 
to you as his good friend. 

I have been examining the last 
issue of your paper, and I find only 
in rare instances where the manu- 
facturer advertises his product in 
your paper, is there included in the 
advertisement, a line reading, “Our 
goods can be purchased from your 
jobber,” or “Write to your nearest 
hardware jobber for prices and 
terms,” the idea being to hook up 
the hardware jobber as a distributor 
of manufacturers’ products. 

I am sure that the manufacturers 
running ads in your paper would be 
glad to include a paragraph of this 
kind, if their attention was called 
to it. 

Yours very truly, 
G. M. Evenson, 
Vice-President. 
Knapp & SPENCER Co. 


—= IN the WEEK’S MAIL — 


In the Name of 
Salesmanship 


Eaton, Coto.—A salesman stopped 
in our store early this morning, a very 
presentable and competent looking 
man about 45 or 48 years of age. It 
was the first time he had ever called 
on us, though he evidently is an old 
and thoroughly seasoned man with the 
house he represents. 

Now, what I don’t understand is 
why this salesman, with everything in 
his favor—appearance, personality, 
and experience—should proceed, as 
soon as he opened his mouth, to build 
up a stone wall of antagonism and 
sales resistance in his prospective cus- 
tomer. Especially is this hard to un- 
derstand when I know that a complete 
set of directly opposite tactics would 
have caused his customer to warm up 
to him. 

As this salesman used the tactics 
almost uniformly used by salesmen 
calling on us in the attempt to open 
up a new account, I am taking the 
trouble to tabulate them as follows: 

First—To create a feeling of dis- 
satisfaction on the part of the mer- 
chant with his present line. (It can’t 
be done.) 

Second—To create desire by com- 
parison. (It can’t be done.) 

Third—To create a feeling on the 
part of the merchant that he is losing 
out by not carrying a more popular 
line. (It can’t~be done.) 

Fourth—To prepare the merchant 
for a husky order. (After using the 
first three impossible tactics, the 
fourth one, of course, can’t be done.) 

Surely, no real salesman would use 
such tactics! you say. Surely not, 
after all that they have been taught 
in salesmanship; surely this must be 
the exception instead of the rule. 

I will say that my experience has 
been that this is the rule. Of course, 
those four points look pretty bald and 
crude when stripped of their dressing 
of attempted tact and diplomacy. 
There is a great variation and indi- 
viduality given to this “dressing” by 
the various salesmen. Each one has 
his own method of dressing up his 
four points of attack, and some do 
it so well that they undoubtedly are 
convinced that they have hidden the 
points so well with camouflage that 
the merchant cannot see through it. 

(Continued on page 80) 
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LITTLE GIANT 
GRASS HOOK 


Gain 






This grass hook 
earned for the presi- 
dent of our company 
$100,000 in royalties 
at 25 cents a dozen. 


It paid to whittle. 


Your boys should read 
his autobiography. 





We have purchased 500 copies of the auto- 
biography of Horatio Sawyer Earle, the in- 


ventor. 


In it there is both history and romance. It 
exemplifies how a man, despite physical, edu- 
cational and financial handicaps, may blaze a 
path to triumphant achievement in the busi- 
ness world, while at the same time, giving 
some of his time, talent and money to help- 
ing others. A book of 360 pages chock full 
of what will interest every kind of a reader. 


We will mail one of these books to any hard- 
ware man in the United States on receipt of 
$1.50; and when he and his clerks have read 
it, if he will return it to our Detroit office, we 
will return to him his $1.50. 


North Wayne Tool Company 
Oakland, Maine 





SALES OFFICE 


NORTH WAYNE TOOL COMPANY 
6331-51 TIREMAN AVE., DETROIT, MICH. 

















PRODUCTION 





the fie behind 


every MORNE tool 


, peamenon every step of 
its manufacture a MORSE 
Tool is made with one idea 
kept constantly in mind — 


PRODUCTION. 


From the hardware dealer's 
point of view, this is a reli- 
able guarantee of steady sales. 
For experience has defi- 
nitely shown that the sales 
possibilities of tools of this 
type are measured by their 
PRODUCTION possibilities. 
MORSE TOOLS are made 
to give the utmost in PRO- 
DUCTION — and they do. 


The Morse Line includes : 


DRILLS CHUCKS 
REAMERS COUNTERBORES 
CUTTERS MANDRELS 
TAPS AND DIES TAPER PINS 
SCREW PLATES SOCKETS 


ARBORS SLEEVES 


MOR SE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 
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In the Week’s Mail 


(Continued from page 78) 


In this they are mistaken; I believe 
that every buyer goes through the 
same state of expectancy that I do in 
waiting for the development of the 
next point. The salesman is wasting 
his time as well as mine, yet courtesy 
demands that I give him his chance. 

The peculiar thing is that this sales- 
man will be perfectly normal and 
competent when calling on his regu- 
lar trade; it is when he calls on a 
stranger, in the attempt to open up 
a new account, that he must take 
along his bag of tricks. He seems to 
get the idea that he must not be nor- 
mal any longer, that the stranger must 
be “handled” instead of sold. 


There is a fifth point that I did not 
mention because it does not seem to 
be quite so popular, yet it is surpris- 
ing how often it is used. That is the 
point of insinuating that the salesman 
has given the merchant first choice, 
and will hurry over and give the line 
to his competitor if he turns it down. 
This point is the most impossible of 
all. Possibly that has something to 
do with its decline in popularity. 

The salesman that called on me this 
morning did not use this point, but 
he used the other four perfectly. In 
fact, 1 was patiently waiting for his 
parting shot with the fifth point, so 
that I could mark him down as bat- 
ting 100 per cent. And yet I know 
that this salesman is competent when 
calling on his regular trade. His 
outward appearance and personality 
shows that he is; and he left me with 
a memory of anger and disgust re- 
garding the incident! Totally impos- 
sible and incompetent, just because he 
couldn’t leave behind his dusty bag of 
tricks. 

Here is how he went about it. After 
introductions he stated that he was 
selling a certain wall tint. I told him 
that we handled another brand. This 
was the cue for him to dust off and 
pull trick number one out of the bag. 
He would create dissatisfaction with 
the line carried at present. 

This he proceeded to do by calling 
my attention to the other stocks of 
the same line carried in our town, and 
subtly insinuating that perhaps (?) 
there were too many stocks of the 
same line here. 

My reaction was the same that any 
normal merchant would have. It was 
the feeling that he was belittling my 


* judgment, and caused a flush of anger. 


Evidently highly satisfied with the 
results of his first sleight-of-hand, this 
salesman was busy dusting off trick 


number two to flash before my as- 
tounded eyes. He was going to cre- 
ate desire by comparison. 

So out came number two, and this 
is the way that it began: “Now, I 
don’t want to knock—but—” 

I will not go into detail on this 
point; suffice it to say that he did 
not handle it in a crude way at all. 
There was much diplomacy and sub- 
tlety displayed during the argument 
in the attempt to cover the purpose, 
but there was a constant vein of com- 
parison of the two lines running 
throughout the talk. 

It was during this part of the talk 
that the salesman made a gross blun- 
der. He stated that his product would 
now cover twice the surface that my 
line would. I made a mental note 
that he was a liar as well as a bore. 
My first flush of anger had by now 
turned to a stone wall of antagon- 
ism. However, I resigned myself to 
see him through, and alleviated the 
pain by waiting for him to spring the 
rest of his tricks. 

I did not have to wait long. Num- 
ber three had already been shined up 
before the encounter, I guess, for it 
was sprung with great alacrity and 
ease, 

Number three, you will recall, is 
meant to create a feeling on the part 
of the merchant that he is losing out 
by not carrying a more popular line. 
There are many ways of accomplish- 
ing this, but the most popular seems 
to be the method followed by this par- 
ticular salesman. 

His method was by reciting exag- 
gerated figures regarding the amounts 
of individual stocks carried by mer- 
chants in surrounding towns and the 
size of the orders that these accounts 
had given him on this trip. These 
exaggerations were, as usual, absurd, 
and the salesman probably justifies 
them with the thought that he will 
make the merchant feel a little cheap 
as well as demonstrate what a live 
line he, the salesman, is selling. 

What actually takes place is a re- 
action of still more anger and ex- 
asperation on the part of the mer- 
chant. Stone on top of stone, the 
salesman is building the wall of an- 
tagonism higher and higher. The 
merchant has the feeling that the 
salesman things that he is a small 
town hick, to swallow such guff. It’s 
not a pleasant sensation, and always 
represents the point where I have to 
hold myself from exploding. Cour- 
tesy, however, demands that I do this 
thing, so I again resign myself to 
patiently await development of the 
next point. 

Presumably, by this time, the mer- 
chant has been thoroughly sold with 


the icea. All that remains to be done 
is to prepare him for a good sized 
order. 

This is done by cleverly spring- 
ing trick number four from the good 
old bag. My salesman this morning 
did it perfectly. 

He walked slowly to where my line 
was located, surveyed it critically, and 
said: “Now would be a fine time for 
you to change; you have but a very 
small stock-on hand.” 

Of course, my stock was perfectly 
normal, and, of course, the salesman 
knew it too, but he just had to 
“handle” me with trick number four; 
it simply wouldn't do to leave me with 
the least shred of self-respect. I must 
be completely annihilated. 

My reaction to point four was that 
things had gone far enough. I had 
told the gentleman at the offset that 
I would not be interested in the idea 
of changing my line of wall tint, that 
it was too well established with this 
business and with this community to 
even contemplate the idea of making 
a change. 

For the time and courtesy that I 
had extended to him, this was my 
reward. I had my intelligence in- 
sulted; I had been told that I was 
about as competent as a moron; I had 
been called a little fly in the big bucket 
of merchandising milk, and it was 
only due to the indulgence of God 
Almighty that I was even allowed to 
exist. 

And this in the name of salesman- 
ship! And this by one that I know 
was a normal, competent salesman 
when calling on his regular trade. 
One who could not be his normal self 
when calling on a new account, bu* 
must pack along his bag of tricks. 

Were this incident the exception in- 
stead of the rule, all this time and 
effort spent in this communication 
would not have taken place. But not- 
withstanding the fact that I believe 
the class of salesmen calling on us 
are as good as any in the country, I 
am forced to state that the majority 
of them use these tactics when they 
call on new accounts. 

But to go back to this particular 
salesman. As stated before, my re- 
action to point four was that things 
had gone far enough. Of course, 
what I wanted to tell him at this point 
was that the stock he thought so small 
was a regular normal stock for me, 
and instead of being sold the idea of 
changing lines, I had only been fur- 
ther sold on the line that I was carry- 
ing already. 

Did I tell him all this? I did not. 

(Continued on page 82) 
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X-tra Quality 


SHOVELS 


Newspaper editors are happy 
when they get a “scoop” on an 
EXTRA big news event. It 
sells the papers. 






Hardware dealers are happy 
when they get a “scoop” on the 
shovel trade with INDIANA 
Shovels. They sell because of 
their “X-tra Quality.” 


Ask your Jobber. 


The Ingersoll Steel & 
Dise Co. 


Successor to 


The Indiana Rolling Mill Co. 


No. 
Newcastle, Indiana 205 











Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, pércentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rat 1, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and — 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores a and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 

ail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer’s sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 























KEY BLANKS 


This Company has long been known as the leading manu- 
facturer of key blanks and key machines. Completeness of 
the line —quality of the product and quick service from 
reasons why the ILCO 
accepted as the 


key blank. ~ 


our branch offices are. 








is everywhere, 


standard 


‘aves 
teteees 


INDEPENDENT LOCK CO. 
FACTORY AND GENERAL OFFICES AT 
FITCHBURG - - MASS. U.S A. 















dern Merchandising 
omade DISPLAY 


thing 
i i s will net you no 
age ong e = them into practice. 
¢ Hardware Age poo 
lay; that modern sales 


For years the editors 0 
tition demand it. 


been ¢elling a — E 
a agpenee g is impossible without corre a 
aaa age ocd "Heller has _— port 
sagt of Hardware Ase soing help: 
i their stores—re-€f 
egg up their business. a 
™: For the complete Heller eon ee 
tear out this ad—pin to you 
head and mail—no obligation. 
NY 
& COM PA 
W. C. HELLER rpELIER, OHIO 


700 Bryant Street, M 


HELLER 


z NT 
BUSINESS BUILDING STORE EQUIPME 
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IMPROVED 


'SO- -BOSS 


Cow-Hobbles 








fore GreaterProfits 


The new “SO-Boss” chain has short welded links pro- 
viding maximum flexibility and adjustment—new fas- 
tener is easy to operate and positively holds chain at de- 
sired tension until released—special burnishing provides 
smooth surface that cannot injure animal and new 
copper finish adds sales appeal. Ask your jobber about 
this new “SO-Boss” or write us for information. 


Simonsen Iron Works 


Sioux Rapids. lowa 











WICKWIRE BROTHERS 
Poultry Netting Staples 


Made from good, durable wire, sharp 
pointed, thoroughly GALVANIZED. Sizes: 
¥Y, %, and 1 in. 

Packed in 100 Ib. kegs; in 50, 25, 10 and 5 
Ib. wooden boxes; in5 or 10 1b. paper boxes; 
also %, %, and 1 Ib. papers. All paper 
packages packed in wooden boxes. 


Your Jobber will supply you. 

















In The Week’s Mail 


(Continued from page 80) 


I tried it once, but found that my time was all wasted. It 
will take more than the opinion of a merchant to make them 
understand the error of their method of selling. And yet 
it is too bad, such a loss of time and energy. 

Once these salesmen can be awakened to the fact that the 
merchants with whom they are talking are just as well 
versed in salesmanship as the salesman himself, they will 
be their normal selves again, to the advantage of both them- 
selves and the merchants. 

Sincerely yours, 
R. R. FrrEBAUGH, 
Manager Eaton Hardware Company. 


Price Weakness Becomes Evident in 
lron and Steel Industry 


Price weakness in iron and steel has become more pro- 
nounced. Total steel ingot output shows no significant 
change, being at a 78 per cent rate compared with 80 per 
cent a week ago, but buying is at extremely short range, 
mill schedules in most finished products are irregular and 
interrupted, and pressure for tonnage to sustain opera- 
tions is increasing. 

Price instability extends to the primary materials. 
Scrap markets have grown still weaker, with heavy melt- 
ing grade down 25c. a ton at Philadelphia and St. Louis. 
Chicago pig iron has receded 50c. a ton. Alabama 
foundry iron, which had been expected to react to the 
larger melt of cast pipe shops, has been sold in certain 
Northern sections at a new low price of $12, Birming- 
ham 

In view of the general weakness of the market, the 
Steel Corporation’s announcement that it looks for a 
continuance of an 80 per cent rate of steel ingot produc- 
tion throughout the quarter is encouraging. In terms 
of tonnage the rate of raw steel output for all producers 
have been higher in the first four months than the aver- 
age for any previous year except 1928 and 1929. How- 
ever, the percentage rate has been lower, because of ex- 
pansion in capacity, business has been unevenly dis- 
tributed both geographically and in terms of products. 

Railroad demand is subsiding, while automotive re- 
quirements are creeping up and additional pipe line ton- 
nage is being placed. Steel consumption by farm equip- 
ment manufacturers is undiminished. Seasonal require- 
ments for road making are promising, but spring buying 
of merchant wire products has been disappointing and 
demand for roofing sheets appear to have passed its peak. 
Structural steel awards, at 42,000 tons, are the largest 
since early in February. 

A Central Western gas company has placed 725 miles 
of 22 and 24-in. seamless pipe with the National Tube 
Co. for a gas line from Texas to Minneapolis and St. 
Paul. With lateral units to be contracted for later, it 
will require 200,000 tons of steel. 

Both composite prices of The Iron Age are lower. 
Finished steel is 2.242c. a lb., against 2.264c. for the past 
four weeks, and pig iron $17. 67 a gross ton, , against 
$17.75 for eight weeks. 
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LIGHT ELECTRIC ELEVATORS 


Kimball Light Electric Elevators operate at 
a low cost. There is a light electric built for 
your requirement as to size, speed, etc. 

Write for particulars on these machines. 
They come sawed, drilled, fitted, ready for 
assembling. 


KIMBALL BROS. CO. 








The New Sagless Spring Hinge 
with 
Exterior Tension Adjustment 


The New Type 4007 Sagless 
Gate Spring Pivot Hinge is 
being specified and used as 
standard equipment for office 
gates in the most modern office 
buildings because it can be used 
with equal satisfaction on either 
a light narrow gate or a heavy 
wide one. The exterior tension 
adjustment makes it instantly 
adaptable to varying conditions. 





An adjustable pintle with locking device per- 
mits setting the gate to remain at rest in any 
desired position. 

Ball-bearings in hinge and top socket give gate 
quiet and easy movement. 


~(CHICAGO)~ 
SPRING HINGES 


Send for descriptive literature H42. 


Chicago Spring Hinge Compans. 
CHICAGO NEW YORK 








U.S. A. 











1117-4] Ninth Street COUNCIL BLUFFS, IOWA 





EXACT MEASUREMENT 
‘ig \ 


Profit or loss on Screen Cloth is often 






merely a question of cutting it! Un- 
certain measurements are respon- 
sible for much grief in the sale of 



















this essential item. 

This is why it is so profitable to 
handle the Sun-Red Edge line. The 
measuring every six inches and the 
red line along the edge absolutely 
prevent error—besides saving time. 

All standard meshes, full 
line—Black Painted, Copper- 
Bronze and AluminA — the 
kind that wears twice as long 
as ordinary galvanized types. 
The ONLY trade-marked 
and self-measured screen 
», cloth on the market. 


Comes in full rolls 
of 100 feet. Write for 
details and fine selling helps. 


REYNOLDS 


WIRE CO. 
DIXON, ILLINOIS 


TRADE MARK REC.V.S. 
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quickly, carefully eae 
filled from our big $« 
stock. But get your 









Look for 
order in now—be this trade 
ready to meet your ae 
customers’ demands — -d 
for Keiser’s Shears. —— 
They are in demand. Y» shame 












L General Distributors 
~ a Wiebusch & Hilger, Ltd. 
WA).!,,,,106 Lafayette St., New York 
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/ Short. but 
tothe point 


You can have Atlas 
Tacks and Small Nails 
to meet the needs of all 

your customers. 


A complete line is always 
available in both quality 
and price range. 


Also Double Pointed Tacks 
and Staples, Rivets and Burrs, 
Escutcheon Pins, Furniture 
Nails, etc. 


ATLAS TACK 
- CORPORATION . 


FAIRHAVEN, MASS. ST. LOUIS, MO. iN 


Garden Tools That Cultivate 
Your PROFITS 
















L=t the complete line of Hall Gar- 
den Tools cultivate real profits for 
you. Order these tools now and be ready 

when gardening time starts this spring. 
Each tool is balanced and durable. Experi- 

enced hardware men will tell 
you that the Hall trademark 
—recognized as a guarantee 
of quality—makes these tools 
outsell “ordinary” tools. 






HALL MFG. CO. 
Cedar Rapids, Iowa 





Multiplying 
a Good Thing 


After you have read 
Hardware Age what do 
you do with it? Why 
not let others in on the 
good thing? If you are 
a store executive it will 
help your business as a 
whole. If you are a 
buyer it will help your 
department. 


Hardware Age 








239 W. 39th St. 
New York City 














Bad Debt Losses Should Be Less 
Than Half of | Per Cent 


Bad-debt losses exceeding 0.5 per cent of the total 


| sales are above the average, says Better Business, pub- 


lished by the Bureau of Business and Government Re- 
search of the University of Colorado. A bad-debt loss 
of 3 per cent or more should be considered extremely 
serious. Harvard figures show credit losses for retail 
grocery stores in all parts of the country averaging 0.4 
per cent in 1924 and 0.36 per cent in 1923. 

Principles which should guide the retailer in granting 
credit so as to minimize losses from bad debts are out- 
lined by the bureau as follows: 

“1, Extend no credit until the financial rating of the 
applicant has been investigated through personal inter- 
view, supplemented by information obtained from the 
local credit bureau. 

“2. Explain clearly the terms and conditions upon 
which your store grants credit; i.e., the amount granted, 
and when payments are due. 

“3. Send statements promptly and have a definite 
schedule of action which is rigidly adhered to. If pay- 
ment is due on or before the 10th of the month, a re- 
minder that the account is overdue should be sent out 
promptly on the 11th. 

“4. Fix a definite date on which a personal letter is 
sent to all customers who are still delinquent. 

“5. Fix the final date on which the credit will be 
withdrawn, and so notify the delinquent customer. 

“6. Send a series of from three to five collection letters 
in an effort to collect delinquent accounts before turning 
the account over to the collection agent. 

“7. Keep a constant check on the operation of your 
credit business, using the following percentage figures: 

“(a) Ratio of accounts receivable to total credit sales 
(average ratio for Colorado grocery stores, 10.4 per 
cent). 

“(b) The collection percentage, or the proportion of 
accounts collected during the month to the outstanding 
accounts at the beginning of the month. 

“(c) The ratio of bad-debt losses to total sales or 
credit sales.” 


Window Trims Tried Out Before Using 


A California hardware store has two display windows 
of exactly the same size and shape, one on each side of 
the store entrance. Displays in these windows are 
changed each week, and in order to insure quick instal- 
lation of proper displays, a model window of the same 
dimensions is used inside the store. 

Each trim is tried out in the model window until just 
the right effect is obtained. Then the old trim in one of 
the regular windows is removed, the decorative features 
installed, and the display in the model window is trans- 
ferred to its rightful place. The model trims are in- 
stalled during quiet periods, and the transfers are made 
after the store closes for the day. The time involved is 
small, and the expense is negligible. A check on results 
proves the method to be highly profitable. 
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Jobbers Like 
ALMO Fibre Ware 


They know that every one 
of the 20 different items is 
thoroughly indurated and 
stays so. 











Each tiny pore (see 
sectional cut) is 
sealed by infusion 
with a special so- 

lution making 
this Ware abso- 
lutely —_ liquid 
tight, easy to 
clean, and 
extremely 
durable. 


Acid 
Proof 










[INDURATED] 
TIBRE 


























It 
Sells 
Well 


to users of 
light acids, 
chemicals and 
dyes, who must 
have Ware that 
is impervious to 
all these liquids. 
It also resists boil- 
ing soda alloys. 








Fibre Spittoons 


Cannot rust, break or split. 
Non-conductive. . Sells on 
merit and gives permanent 
satisfaction. Send for catalog. 


Almo Trading & Importing 
Co., Inc. 
61 East 11th St. New York 











tt Mite ht la, 
pate” Cu 
Wire 


There’s genuine sat- Cm 

: ‘ : as Pry S 

isfaction in selling AN, 

Slipknot Friction ‘ 

Tape because a car- 

ne’ soon emptied RICTION 
— TAPE 


N 


wn 


It sells right along 
for many different 
uses. 


GUARANTEED Cannot 


Slipknot is extra 
ADHESIVE, is not 
affected by changes 
in temperature or 
climate and will not 
dry out. 


Retains Its 
Adhesiveness 
Under All Weather Conditions 


Attractively put up in Orange and Blue Packages in 
1, 2, 4 and 8 oz. rolls. Also in Counter Display Car- 
tons in 1 and 2 oz. roll sizes. Good profit. 


SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Taps 
Rubber Bands “Dime Assortment Display Cartons” 





Plymouth Rubber Company, Ine. 
1000 Revere St. Canton, Mass. 
































The 
Acknowledged 
best and most 

practical 
Traveling-Hanger 
for Women 
and Men 





The extra-special 25 Cent Article with a large 
profit. 

1 Carton containing one dozen (5x10x2 inches) 
Sample cases of 50 dozen Cartons (22x15x22 
inches), Gross weight 58 kilos, Net weight 48 
kilos, including packing f.o.b. Hamburg. 
Measurements of Hanger: Open 16.5 inches, 
Closed 9 inches. 


SINRAM & WEND - Hameln, Germany 


Founded 1899 








Stronger because of 
its woven steel con- 
struction—easier to 
sell because it looks 
better and is better 
—easier to stock and 
ship because it 
comes to you in 
knockdown form 
packed in separate 
cartons—with a real 
profit for you. SKY- 
SCRAPER RUB- 
BISH BURNERS 
will do all these 
things. Ask your 
jobber or write to 
us. 





EASTERN NAIL COMPANY 
170 Union Avenue, Providence, R. I. 
California Representative: 

PACIFIC SALES COMPANY 


718 Mission St., San Francisco, Cal. 
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ARMSTRONG BROS. Improved 
All Steel PIPE WRENCH 












Improved ball and socket action elimi- 
nates usual “frame.” Nut cannot fall 
out. Side pull strain taken up by 
forged lugs. No exposed 
springs. Replaceable Tool 
Steel Jaws y. 

















You will thrill at the 


Write for . 
Catalog “feel” of this wrench— 
P-10 at its exceptional strength, 


simplicity, and efficiency. It 
is truly an improved tool typi- 
cal of the ARMSTRONG BROS. 
Line of Better Pipe Tools. 

ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 











Tools 4 evwrene BOLT cure Tools 
in Sy Ss in 
Six <cAROLUS> Three 

Sizes pT Sriir re Styles 





If you want Good Tools look for this Trade Mark. The 
tool steel Jaws are firmly clamped between steel Plates. Scien- 


tific Leverage allows tremendous cutting power without great 
muscular effort. Adjustment of cutting Jaws provided for 
by two Set Screws closely duplicated by other manufacturers. 
These Tools are Handy, Time Savers and Money Makers. 


If your Jobber cannot supply you, write us for Literature 
and Prices. 


CAROLUS MFG. CO. Sterling, IIl. 


Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 








SOLDERING LUGS— 


All Styles, Sizes, Quantities 


SEAMLESS TUBING— 


Lengths and Coils 


We want to quote where quality counts 














44 Years 


Making 
America’s 
Finest 
Tools 


480 Good Tools 


Hammers—carpenters’, 
engineers’, machinists’, 
ball pein, tinners’, etc. 
Anvil Tools, Tongs, 
Horseshoers’ Hammers, 
Nippers, Pincers, Hoof 
Parers, etc. 

Cold Chisels. 


Champion DeArment 
Tool Co. 


Meadville, Penna. 














Trade Rules Are Approved for Steel 
Window Industry 


The rules of business practice adopted by the solid 
section steel window industry at its trade practice con- 
ference in Washington last November have been affirma- 
tively approved by the Federal Trade Commission. 

The rules approved by the commission concern such 
practices as inducing breach of-contract, misbranding, 
secret payment of rebates, defamation of a competitor, 
enticement of a competitor’s employees, threats of suit 
for patent or trade mark infringement and unlawful 
price discrimination. The following declarations were 
also made by the industry. 

A distributor purchases commodity products for re- 
sale to dealers. He may also sell direct to consumers. 

A dealer buys commodity products for resale to the 
consumer. 

Manufacturers selling commodity products direct 
should act with a view to the dealer investment in in- 
dustry products. 

The solid section steel window industry includes manu- 
facturers engaged in the manufacture, distribution, and 
erection of products made principally from hot rolled 
steel sections, such as pivoted windows, pivoted window 
operators’ projected windows, continuous windows and 
operators, basement windows, utility windows and in- 
dustrial doors. 

With practically 98 per cent of the industry repre- 
sented at the conference delegates had come from the 
States of Pennsylvania, Ohio, New York, New Jersey, 
Michigan and Wisconsin. 

Commissioner C. H. March was in charge of the con- 
ference assisted by M. Markham Flannery, director, 
Trade Practice Conferences. 


Odd Beliefs of Long Ago 


The mechanical age was ushered in both here and 
abroad with riot and revolt against the “devil-born” 
devices of science and invention. New England farm- 
ers cut down the first telegraph poles because it was 
obvious to them that no one could send words through 
a solid wire. Labor, the moralists, the politicians, and 
the clergy, all rose against the advancing tide of prog- 
ress. Even that simple assistant to tired backs—the baby 
carriage—precipitated a storm in the press and pulpit 
that lasted a decade or more; “good” people were horror- 
stricken at such a sacrilegious “destroyer of civilization.” 
Babies belonged in a mother’s arms, whether she wished 
them there or not. She should. She must be made to 
“do her duty” as would any other young-bearing mam- 
mal; what else was she for? Such mechanical contrap- 
tions were patently malicious; their perpetrators slaves 
of Mammon.—David Seabury, in “Unmasking Our 
Minds.” 
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How to Make EXTRA Profits! 


ETAILERS today, must make every foot of 
the store pay its way. It’s the extra profits gaa alieiagicn 
that counts. While panel displays are selling 





hardware 





higher priced merchandise, Duluth Merchandise Plans for 
Tables are tripling sales on low priced, utility DF renine 
merchandise. The new Duluth book, ‘Plans for >. 
Turning Merchandise into Profits,’’ shows scores | Merchandise 
of practical hardware merchandising plans and 1 Into Profits 


methods that are displaying more goods, winning 
self-service sales, and boosting profits through 
table display. 
retailers. It is cram full of real help. 
Write for one today! 


D U LU TH Sen inti This Book 
STORE EQUIPMENT 


Duluth Show Case Company, 5002 Wadena St., Duluth, Minn. 











This valuable booklet is free to 




















Up-to-date Catalogs 
You should have at hand 





Stanley Tool Catalog No. 129 
Stanley Hardware Catalog No. 14 


Send for Copies 


THE STANLEY WORKS 
New Britain, Conn. 


STANLEY HARDWARE & TOOLS 








Garden and 
Lawn Tools 


Profit Makers for Dealers 
—— eS ED | 


_ The cultivator comes in three 
sizes, three and five prongs, long 
and short handles. 


“Out-U-Kum’”—a new type of Weed Puller 
eg ng ROOTS and ALL without injuring § 
the lawn. 7 


Sold thru the Hardware Jobbers 





~ 






aa 


VVEELIEENTTTES 





THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehousee—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 








Another‘Kees Profit tem 


Protect All Screen Doors with 

Fein cnguemmnns enna = i Kees 

m=*'| Screen Door 
ait Guards 


They protect the wire cloth—reinforce the door frame—keep 
the door frame clean, for the hand naturally grasps the guard 
when opening the door. Adjustable from 24 inches to 32 inches. 
Made of cold-rolled steel or brass, deep channeled and corru- 
gated. Four popular finishes. Stocked by leading hardware 
and building material jobbers everywhere. 

F. D. KEES MANUFACTURING COMPANY 
BEATRICE, NEBRASKA 
































B. & C. For Quality 


When a dealer stocks a line of B. & C. Wrenches, 
he can stake his last dollar on the Quality. 


That’s whv so many of 
them are being stocked. 


Ask your jobber. 












Ba | 
MARK 
BEMIS & CALL COMPANY 
Springfield, Mass. 








Year Round Use for This Holder 
The Northland <8 me 


Serves also as _ handy 





ip 
flower stand. Bronze lac- BV 
quered water cup acts as JL Fog \ 


a drip pan. No assem- 
bling — Rigid widespread “i \ 

iron braces for safety. & 
Finished in green with 
gold bronze lacquered water cup, full quart size. 
Representatives near you. 


TWIN CITY IRON AND WIRE CO. 
21 to 35 West Water St. Saint Paul, Minnesota 
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Little yarns that others have laughed over 
As a contem- 
“Some of them have been 
copied, the rest will be.” 


culled from various sources. 
porary puts it; 








“There are a lot of girls that 
prefer not to marry.” 

“How do you know?” 

“T’yve asked them.” 





Lady purchasing auto: “One 
more question, young man. 
What is the-er-the brute force 
of the car?” 





“What’s your name?” in- 
quired the traveler. 

“George Washington, sah!” 

“Well, that’s a name every- 
body knows.” 

“If it ain’t, it ought to be. 
I’se been drivin’ this yere hack 
in dis yere town foh thutty 
years, suh.” 





An English curate taught an 
old man in his parish to read. 
After his lessons were finished, 
he was unable to call upon him 
for some time, and when at last 
he called he found only the 
man’s wife at home. 

“How is John?” said he. 
“And how does he progress 
with his reading?” 

“Oh, nicely sir.” 

“I suppose he can read his 
Bible quite comfortably now?” 

“Bible, sir!’ exclaimed the 
woman. “Lor’ bless your soul! 
Why, John was out o’ the Bible 
and into the sporting papers 
long ago!” 





“Is the telephone working?” 
“IT guess so; I can’t get cen- 
tral.” 





Teacher of Hygiene: “And 
why must we keep our houses 
fresh and clean?” 

Smart Co-ed: “Because com- 
pany may come any moment.” 





Our cat was not hygienic, 
So we kicked it off the place, 
Because he spat upon his feet 
And wiped them on his face. 





Jack: “Say, Dave, I made a 
terrible mistake last night. I 
drank a bottle of gold paint.” 

Dave: “Is that so? How do 
you feel now?” 

Jack: “Gilty.” 





“In time of trial,” inquired 
the speaker, “what brings us the 
greatest comfort?” 

“An acquittal,” interrupted a 
man at the back of the hall. 





“Don’t cry little boy. You'll 
get your reward in the end.” 

“S’pose so. That’s where I 
allus do get it.” 





“Why didn’t you walk home 
from that Auto ride, last night, 
daughter ?” 

“We went too far, mama.” 





The efficiency expert will tell 
you that if a farmer’s boy can 
pick six quarts of berries in an 
hour, and a girl five quarts, the 
two of them together will pick 
eleven quarts. But any farmer 
knows that the two of them to- 
gether won't pick any. 





Father: “I thought that a 
night club was the very last 
place a daughter of mine would 
go to.” 

Daughter: “It usually is, 
father.” 





“How long is it going to take 
us to get through this case?” 
asked the prisoner of his counsel 
just before the trial. 

“Well,” answered the lawyer, 
“me, about three hours; you 
about four years.” 





Astronomy Professor: “Name 
a star with a tail.” 

Student (absent-mindedly) : 
“Rin-Tin-Tin.” 





“How do you like your new 
job, Nero?” 

“Shure I like it. I have 
everything to work with—cre- 
mated cellar, cemetery plumb- 
ing, elastic lights and a hoosit.” 

“What’s a hoosit, Nora?” 

“Shure,” said Nora, “you 
ought to be knowin’ that. The 
bell rings. You take down a 
ting and put it to your ear and 
say, ‘Hello.’ Someone at the 
other end says, ‘Hello’—then 
you say, ‘Hoosit’.” 





Wiie: “Before we were mar- 
ried you said mother could stay 
with us whenever she pleased.” 

Husband: “Yes, certainly; 
but she doesn’t icing 

) 


. 
we! 


Customer—“To what do you 
owe your extraordinary success 
as a house-to-house salesman?” 

Salesman—‘“To the first five 
words I utter when a woman 
opens the door—‘Miss, is your 
mother in?’” 


Re 
? 
~ 


euSe 


FIRST AID 


“Have you given him any- 
thing or done anything to re- 


| lieve him” asked the young doc- 


tor who had fared into the back- 
woods to see a patient in the 
dead of a stormy night. 

“Well, no, doc—that is to say, 
nothin’ to speak of,” said the 
wife of the patient. “I had him 
soak his feet in almost D’ilin’ 
water with a lot of mustard in 
it, an’ I clapped a red-hot plas- 
ter on his back, an’ another one 
on his chist, an’ I’ve put a 
couple of blisters I had in the 
house under his arms, an’ a bag 





o’ cracked ice to the back of his 
neck, an’ had him drink a pint 
o’ ginger tea with a dash o’ rum 
in it jes as hot as he could 
swaller it, an’ I followed that 
with some yard bitters one o’ 
the neighbors sent over, an’ I 
had him take five or six pills 
out of a box I got one day of a 
man that came along with medi- 
cine to sell, and he’s had three 
or four spoons of Quackem’s 
pain-killer an’ one o’ these seid- 
litz powders, but he didn’t feel 
like as if I ort to do much of 
anything, or try to do much for 
him till you come an’ see what 
you think ailed him. Then I 
reckoned we could go at him 
and really give him somethin’ 
an’ do somethin’ for him.” 





It was married man’s night, 
and the minister had asked that 
everyone who had _ domestic 
worries stand up. 

“Ah¥’ exclaimed the minis- 
ter, peering at the lone man who 
had remained seated, “you are 
one in a million.” 

“Tt ain’t that,” piped the voice 
as the rest of the congregation 
gazed at him suspiciously, “I 
can’t get up. I’m paralyzed.” 





A girl met an old flame, and 
decided to high hat him. 
“Sorry,” she murmured, when 
the hostess introduced him to 
her. “I did not get your name.” 
“T know you didn’t,” replied the 
old flame, “but that is not your 
fault. You tried hard enough.” 


And then there’s the story 
about the Scotchman who stayed 
away from a municipal banquet 
because he didn’t know the 
meaning of the word “gratis” 
on the invitation. The next day 
he shot himself over an open 
dictionary in a public library. 
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BULL @ FROG.. 


WHEELBARROWS 


This is the season when the No. 6% Garden Barrow, 
with its sturdy construction and bright red finish with 
black wheel and trim, will attract the eye and arouse 
the desire of the garden-minded home owner. Display 
one in your window. Your jobber can supply you—or 
write for catalog covering our complete line of barrows, 
carts and scrapers. 


The Toledo 
Wheelbarrow Co. 
Toledo, Ohio 


Branch Office and Warehouse 
CHICAGO 
520 West Erie Street 











SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Jets) 5 OO) 24D) 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
‘There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 





BURNLEY 


TheSoldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 





RELY SOLDERING PIS 
BU 2 


RQvERING PAS, 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 







Sample free 








Over 100 Years Experience 


Our long experience in the manufacture of OSBORNE 
High Grade Punches enables us to guarantee complete 
satisfaction to every Dealer. Our line includes 

Belt Punches Arch Punches 
Spring Punches Revolving Punches 
Also Leather Workers’, Trimmers’, and Upholsterers’ and 
Plumbers’ Tools. We use the finest materials in all our 
products. Our tools are always good sellers. Try us. 


Cc. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 



























DEMING 
cum | WATER SYSTEMS 
Shells’ Well Weter \/eite for Water 


gulon gelreize System Catalog 

L, which gives com- 

plete information 

on Deming Shallow 

and Deep Well 
Water Systems. 


THE DEMING CO. 











Salem, Ohio - Est. 1880 














WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 








We are manufacturers and distribufors_under the original 
Grady patent-- STOCK GRADY WEDGES for an exfra 
rofit at your Tool Counter 





LANDON P. SMITH INC. 


1165 Sprinpfield Avenue, Irvington, 
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CLASSIFIED OPPORTUNITIES 











CLASSIFIED ADVERTISING 
RATES 





cents per insertion. 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers 
PPo 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 


tives Wanted” Advertisements. » Discounts fos Classified Adv 

° Oe Yn page 4 insertions, 10% off; 8 insertions, 1 off 

Positions Wanted and Help Wanted Set Solid, Minimum of 5 lines..... . $3.00 Sus 40 the sede die, Ge eee oe 

advertisements at Special Rate of Each additional line............ -60 not 1 big rons , Wanted or Help 

All Capitals, Minimum of 5 lines.... 4.00 aoe rn Fe ad 7 

word, minimum fift ; ? each Thursday. 

one cent a 9 y Each additional line............ .80 Forms close Nine Days previous to date of 
Average 10 words to a line publication. 


Allow One Line for Keyed Address 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
RB Bees ccc cccsccavcens ccocccc ccc 0 G5.00 
Each additional inch........2.2++- 400 














Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 




















POSITIONS WANTED 


BUSINESS OPPORTUNITIES 








ATTENTION—HARDWARE SALESMEN 


For good, reliable factory accounts, in any part of the United 
States, in Hardware, tools, or kindred lines, join the N.H.S.A. 
We protect both factories and salesmen, For particulars address 


NATIONAL HARDWARE SALESMEN’S ASSOCIATION 
5 N. Lavergne Ave. Chicago 





— 
— 











FIFTEEN years in the Housewares Business, with one house, enables 
the advertiser to handle a position of responsibility, either as sales man- 
ager, or sales representative. Ten of these years as sales manager for 
one of the larger jobbers in the middle west, where his activities were 
worthy of commendation, places him in a position to serve any live wire 
concern in a profitable manner. For interview address Box 7375-A, care 
of Harpware AGE, Otis Bldg., Chicago, IIl. 





SALESMAN—Fifteen years’ experience, acquainted Jobbers and Retail 
Hardware Department Store and Sporting Goods Buyers New York, Penn- 
sylvania, Northern Ohio; Not New York City, not Philadelphia. First 
class references. Wants lines of real merit to match conscientious effort; 
either full or part time. Address Box 1-806, care of HArpware AGE, New 


York City. 





HARDWARE MAN—14 years’ experience shelf and builders’ hardware, 
tools, plumbing, electrical supplies and paints, desires a permanent con- 
nection with opportunities in or near Metropolitan territory. Can furnish 
A-1 references. Address Box I-813, care of Harpware Ace, New York 


City. 


CAPABLE Hardware, Mill Supply and Building Material man; for- 
merly manager large Southern jobbing house, desires new connection as 
manager, buyer or executive or would represent reputable manufacturer 
in South where he has large following. Highest credentials. Address 
Box 1-807, care of Harpware Acz, New York City. 








YOUNG MAN, age 29, wishes to establish himself with a progressive 
wholesae Hardware and Mill supply company, which will grant oppor- 
tunity where ability and integrity are appreciated. Selling and inside 
detail routine, 10 years’ experience, Christian. Address Box I-808, care 
of Harpware AGE, New York City. 


HELP WANTED 


REPRESENTATIVES—Two line basis. Calling on department and 
hardware stores. Quality line of aluminum cooking utensils manufactured 
and nationally advertised by a progressive firm rated AAAI. Proven 
record in housefurnishings essential. Men with car preferred. Territories 
—Missouri, Kansas, Nebraska, Colorado, Southern California, West Vir- 
ginia, Virginia, North and South Carolina, Georgia, Florida, Alabama, 
Arkansas, Texas, New Mexico, Arizona. Give full details and references 
in first letter. Address Box I-814, care of HArpwarE Ace, New York City. 














SALESMAN required by large New York City hardware and house- 
furnishing jobber. State experience and full particulars. Address Box 
1-810, care of Harpware Ace, New York City. 


BUSINESS OPPORTUNITIES 


ADDED PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVAJO RUGS direct from the Indian reservation. More demand for 
these rugs each day. A liberal arrangement will be made for those who 
_— to add this profitable line. Gallup Mercantile Company, Gallup, New 

exico. 








FOR SALE—Business and building in Weston, Missouri, consisting of 
hardware, implement, furniture, plumbing and tin shop. Reason for sell- 
ing, recent death of my wife and failing health. Yearly sales run from 
$60,000 to $70,000. If interested, call or write for particulars. Rumpel 
Hardware and Implement Company, Weston, Missouri. 





GENERAL HARDWARE Electrical Plumbing Business Established 
50 years, busy shopping center of N. H.; income $42,000 yearly, nettin 
$7500; clean merchandise, will inventory $25,000, fixtures $4000; re: 
bargain for $22,000, terms arranged; Boston Business Exchange, 73 
Tremont St., Boston, Mass. 





LOCKSMITHS, Key Men, Gunsmiths, etc. Our 1930 directory is now 
ready, $1.00 postpaid. Send for free sample of graphite for locks and 
prices on key kases, Key Chains, Files, etc. A. NUGENT, JR., 30 North 
Third Street, Richmond, Va. 


SALES ACCOUNTS WANTED 











Established Corporation 


located in the Hardware District of New York is in the 
market for additional hardware lines for the Hardware 
Trade. At present is selling seasonable merchandise. Have 
fair warehouse space for handling stock. Address Box 
7369-A, Care of Hardware Age, Otis Building, Chicago, III. 











CHICAGO District Distributor Selling Industrial Plants, wants to 
add to present supply lines. Requires high grade items on exclusive ter- 
ritorial arrangement. Can buy outright, carry stock or sell on a@ com- 
aesion "e- Address Box 7376-A, care of Harpware Acz, Otis Bldg., 

icago, IIl. 





ARE you looking for New York representation? Have office and sales 
force. Can carry stock. Financially responsible. Commission basis. Ad- 
dress Box I-809, care of Harpware Acz, New York City. 





SALES REPRESENTATIVES WANTED 


SALESMEN WANTED—We have openings for good sideline sales- 
men calling on Wholesale and Retail Hardware, and Mill Supply houses. 
Manila and Sisal Rope at competitive prices: domestic manufacture; 
direct representation; good advertising support. Commissions paid promptly. 
References required. Apply by letter, stating territory covered and ex- 
perience selling Rope (if any). Address Box I-812, care of HARDWARE 
Acz, New York City. 








HARDWARE SALESMEN, five wanted. Without any salesmen 1930 
sales exceed 1929 25%, by wholesaler and manufacturers representative 
fifty years in business. Established territories, commissions, car essential. 
Write fully for interview, confidental. Address Box 1-815, care of 
HarpwarE Acz, New York City. 








SALESMAN for each of the States of Michigan, Indiana, and Ohio, 
to handle established specialty, standard in its class, to Mill Supply, 
wholesale Automotive and Hardware trades. Commission basis. Mention 
houses represented. PLEWS OILER COMPANY, Minneapolis, Minn. 


oS 
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SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








ys ~j 
Attention . . . . Hardware Manufacturers 

If in need of RELIABLE, ACTIVE Salesmen, in any 
part of the U. S. at any time, write us for particulars. 


NATIONAL HARDWARE SALESMEN’S ASSOCIATION 
5 N. Lavergne Avenue Chicago, Illinois 














L~ 





SALESMEN calling regularly on hardware jobbers and larger dealers 
and department stores to sell highest quality sharpening stones—Pocket 
and Desk Hones, Kitchen Knife Sharpeners, Scythe Stones, Oil Stones 
and Grinder Wheels—as side line on commission basis. Quick sellers and 
repeat. Few light samples. Prices that will get the business. GOODRICH, 
1500 Madison, Chicago, II. 


SALESMEN, who call on Jobbers and Better Class of Retail Hardware 
stores for the East and Middle West to carry a line of Builders’ Hardware. 
Liberal commission. Address Box 1-804, care of Harpware AGE, New 





York City. 
YEAGER-DECAL CO., desires representatives calling on Paint dealers 
and Hardware stores to take over established protected territories in 


This will be a good paving side line but 


various parts of the country. 1 
125 South 10th Street, 


must be non-conflicting. A-1 references required. 
Philadelphia, Pa. 





WANTED—Salesmen by old reliable New York manufacturing con- 
cern to handle on commission basis a product used in place of pure white 
lead. Is non-poisonous. Ground in pure linseed oil, for outside use, and 


at an attractive price. Also several other fast selling items. Address 


Box I-811, care of HArpware AGE, New York City. 








LUSTROUS Aluminum Stove Pipe beautifies a gas stove, and lasts a 
life-time Every stove dealer a prospect. Territories open. McCarthy 
Mfg. Co., Pear Ave., Cleveland, Ohio. 








TELL YOUR NEEDS TO THE WHOLE 
WORLD OF HARDWARE 


Secure a Position, Locate a Salesman or Representative, Hire 
an Employee, Choose a Partner, Sell a Business, Rent a Store, 
or Profit to the Fullest by your share of Business Opportunities 


Make your wants known in the 


CLASSIFIED ADVERTISING SECTION 


HARDWARE AGE 


of 

















SALES REPRESENTATIVES WANTED 


In a recent issue of this paper under the classification 
of “Sales Representatives Wanted’ were twelve dif- 
ferent advertisements for salesmen calling on the re- 
tail hardware trade. 


It looks as if hardware concerns knew where to ‘‘go"™ 
for hardware salesmen, doesn't it? 


And by this same reasoning it looks as if these con- 
cerns reckon that men know where to ‘go’ to find 


these opportunities. 


It's a good paper that serves the trade ‘‘both ways, 
isn tit? Try it and see. 


HARDWARE AGE, 239 West 39th St., New York 
“Classifed Opportunities Section” 


Address— 
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Nose for 
Profits 


The Wolves of Lenox at- 

tractively packaged in plaid, 

are one certain means of 

steadily increasing hack saw 

business from your customers 
and prospects. 


w Sh Lk as 


Put them to work for you. Watch 
them bring you greater and greater 
profits. 


Write for details of strong sales plan 
backing these famous hack saw blades. 


AMERICAN SAW & MFG. CO. 
Springfield Massachusetts 


yy 


> P : , 
The Tools In the Plaid Box 








HAND POWER 
ELEVATORS 


These smooth running 
Kimball machines of 
which there’ are thou- 
sands in successful op- 
eration come sawed, 
drilled and equipped 
with all fittings ready 
for instant installation 
by anyone handy with 
saw and hammer. 

Roller bearings and 
high leverage ratio 
make this one of the 
smoothest, fastest hand 
power machines on, the 
a 
Write for Hand Power 

Elevator Folder. 


Kimball Bros.Co. 


Builders of Elevators for 46 Years 


1117-41 South Ninth St. 


Council Bluffs, Iowa 
2-29 






A little giant -safe, 
efficient aud fool- 
proof, easy to install 




















To Save 
Furniture 
Floors 
Rugs 


To Create 


Quiet 





Retail price 
10¢ set of 4 





INSIST ON GENUINE 


DOMES of SILENCE 


Sizes to fit on all furniture. 

Cost dealer $9 per gross sets, sell for $14.40. 
If your Jobber cannot supply you— 
write us direct. 

We also make all grades of Sliding Casters, Pin 


Slides, Felt Slides, Radio Felt Feet, 
Insulated Slides, etc. 


DOMES of SILENCE, INC. 


2% Pearl Street New York City 











They’re Looking 
for the Rooster 


Since the Wright 
Rooster trade-mark 
was - introduced 
consumers look for 
it when they are in 
the market for 
Poultry Netting. 


Hexagonal netting 
with the rooster 
label is the recog- 
nized standard of 
the industry. 


C.F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 


BRAND 
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NEW! A COMPLETE 


CHAIN STORE 
FOR YOU 








Wi the Hodell Chainstore you have your choice of 4 
different assortments of chain depending on location 
of your store and the nature of your trade. 


Metropolitan Chainstore 
Complete, Containing 


250 ft. No. 2/0 BULLDOG Coil Chain, Hot 
Galv, Finish 

100 ft. No. 4 BULLDOG Coil Chain, Brt. 
Galv. Finish 

250 ft. No. 18 CEPECO Steel Register Chain, 
Coppered Finished 


100 ft. No. 250 H. G. Hot Galvanized Steel 
Hodell Sash-Chain 

250 ft No. 1 BULLDOG Coil Chain, Brt. 
Galv. Finish 

125 ft. No. 3/0 SAMSON Coil Chain, Brt. 
Galv. Finish 


100 ft. No. 3/0 Twist Link Machine Chain, Brt. Finish 
One each Nos. 10, 11 and 15 Dog Lead Assortments % 


LIST PRICE *@5°° LIBERAL DISCOUNT 


Suburban Chainstore 
Complete, Containing 


250 ft. No. 2/0 BULLDOG Coil Chain, Hot 
Galv. Finish 

100ft. No. 3/0 'SAMSON Coil Chain, Brt. 
Galv. Finish 

100 ft. No. 3/0 Twist Link Machine Chain, 
Brt. Finish 


125ft. No. 1 BULLDOG Coil Chain, Brt. 
Galv. Finish 


250 ft. No. 100-B. G., Brt. Galv. Steel Hodell 
Sash-Chain 


250ft. No. 250-B. G., Brt. Galv. Steel Hodell 
Sash-Chain 


One each Nos. 10, 11 and 15 Dog Lead Assortments % 
LIST PRICE *9@@®® LIBERAL DISCOUNT 


Country Chainstore 
Complete, Containing 


125ft. No. 2/0 BULLDOG Coil Chain, Hot. 
Galv. Finish 

125ft. No. 3/0 SAMSON Coil Chain, Hot 
Galv. Finish 

100 ft. No. 5 CLEVELAND Pump Chain, 
Hot Galv. Finish 


100ft. No. 3 BULLDOG Coil Chain, Brt. 
Galv. Finish 

100ft. No. 17 CEPECO Single Steel Jack 
Chain, Bright Galv. Finish 

100 ft. No. 250 H. G. Hot Galv. Steel Hodell 
Sash-Chain 


One each Nos. 10,°11 and 15 Dog Lead Assortments % 


LIST PRICE *4°® LIBERAL DISCOUNT 


Automotive Chainstore 
Complete, Containing 


100 ft. No. 4/0 Twist Link Machine Chain, 
Brt. Finish 

100 ft. No. 4/0 SAMSON Side Chain Brt. 
Galv. Finish 

100 ft. No. 3/0 SAMSON Side Chain Brt. 
Galv. Finish 


100 ft. 7/32" Welded Side Chain Hot Galv. 
Finish 


100 ft. No. 5/0 Twist Link Machine Chain, 
Bright Finish 


2 only No. 1018 Hodell Spare Tire Lock 
Chain, unhardened 


2 only No. 1027 Hodell Spare Tire Lock 
Chain, unhardened 


3 only No. 1136 Hodell Spare Tire Lock 
Chain, welded, case hardened, Duco 


finish 
2 sets No. 1 Tire Chain Adjusters 
2 sets No. 2 Tire Chain Adjusters 


LIST PRICE *755°° LIBERAL DISCOUNT 
* (The No. 15 is in the Duco Finish. Nos. 10 and 11 are in the Bright Finish) 
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COOPER AVE. AND PENNA. R.R. .. CLEVELAND, OHIC 
Established 1886 









Cleveland, Ohio 


Name 


THE CHAIN PRODUCTS COMPANY 
Cooper Ave. and Penna. R. R. 


My jobber is 


Your new “Chainstore” puts chain in a new sales class. Rush quotations 
and complete information. 








Address 











i an 
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individual cooperation to registered Wooster Brush 
dealers. If you sell Wooster Brushes, and haven't 
registered your name on our list—be sure to write at 





Here’s the latest Wooster 
window trim we are ready 
to supply registered 
Wooster dealers. Attrac- 
tive, colorful display 
cards, ‘“Ted, the Tester,” 
cutouts, brush holders, 
streamers — complete di- 
rections sent free. Check 
and mail the coupon— 
REGISTER NOW—let 
us help you boost Brush 
and Paint sales. 





once, or send the coupon below. 


ANOTHER WOOSTER SERVICE 
for Registered WOOSTER Dealers 


We are preparing special sales helps and extending 


mote 
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BRUSHES 


THE BRUSH CONSUMERS AND PAINTERS KNOW 
Sa @eeeqoeoeqedqgaqa @ @® 








REGISTER! 
NOW, 








THE WOOSTER BRUSH COMPANY, Wooster, Ohio 
A-A.P.0.D. 
“Makers of Fine Paint Brushes for 79 Years’ 


We handle a representative line of Wooster Brushes. Please register this 
store as a Wooster Brush dealer, for special sales helps and individual co- 


operation. 


Send the new window trim material, directions, etc. without obligation. 


Store Name ...... 
Bent WF ceccecccs 


RGGI sccsccvess 











